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X-RAY DIAGRAM ILLUSTRATES THE SCIENTIFIC PRINCIPLES OF ‘‘P-F"’ 


The only canvas shoes in America 
with this famous and exclusive profit-building feature | 


And in '57 “P-F’s” will be backed by the most extensive and exciting 
advertising and sales promotional campaign yet...which means additional 


profits and plus sales for you! 


P- Fe canvas shoes are made only by 
BEGoodrich and Hood Rubber Company 


Watertown, Mass. 





Bata enlarges production facilities — allowing early delivery! 


Bata 1957 catalogues and prices are now ready — write today! 


will give your inquiries prompt attention — write today! 





Noles se} SHOE COMPANY, Inc., Shoe City, Belcamp, Maryland 





. -The-Brown Shoe 
HAS A 


in the Brown Shoe Company 


The Brown Shoe Salesman’s average age is 43, and he has 18 
years’ experience in shoes, much of it in retailing. He knows 
shoes and markets. But that’s not the most important thing 
about him. 

What makes him unusually valuable is his attitude toward 
the job. By training, experience and conviction he believes the 
growth of the Brown Shoe Merchant is also his growth. So, he 
doesn’t sell just shoes. He sells growth for his customers’ busi- 
ness in the unlimited middle-price market. 


Brown Shoe 


St. Louis... Makers of: Air Step + Buster Brown ° 
Life Stride * Naturalizer » Pedwin * Propr-Bilt « 
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wonderful new Slashed Calfskin Pump 
for that extra sale! 
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SEND ORDERS TO IN-STOCK DEPARTMENT, DEB SHOE COMPANY, WASHINGTON, MISSOURI 
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you'll get EXTRA SALES, EXTRA PROFITS with 
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In store after store, across the country, the success stories 
are repeated. One store sold 301 pairs out of 496 in the first 
three and one-half days. A smaller store sold 61 pairs out of 


here are the facts 
...see for yourself! 


71.4% GAIN IN SALES SO FAR 225 the first day. Another store sold 125 pairs out of 500 the 
first week. Many others have sold more than their original 
THIS SEASON order in the first few weeks. This is extra business that does 





Season atter season, gains on top of gains, not conflict with other lines these stores carry 


demonstrate the growing power of Soft ” Ne 

Pedals. The gain last season was 72.8%, the ° | oOo 
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season before 53.4%, the season before that 
41.6%, before that 19.1%, and before that the most perfect walking shoes 


17.5% oe 





in America 






*10°5 ana *1195 


@ few ot $12.95 


NO MARK-DOWNS... ) 
FAST TURNOVER 


Soft Pedals means extra pairs. Women buy 





and re-buy them eagerly... they keep com 
ing back for another color and another ma 


terial. This repeat business means fast Charm 


fully elastersed 







turnover, which, combined with good initial 


mark-up and no mark-downs, produces extra z=} best seller 





profit In-stock for immediote delivery 


Bandoleer 


perfect. fining 


SOFT PEDAL IN-STOCK 
SERVICE IS TERRIFIC 


@ 2 best seller 


In-stock for ummediate delivery 





All Soft Pedals that sell in volume at retail SOFT . FLEXIBLE . LIGHTWEIGHT 
are stocked in a wide range of colors, ma / 
terials and complete sizes / PERFECT 1378 WALKING HEELS 
} \ Soft Pedals cover a wide range of styles 
2 \ 
QUEEN QUALITY SHOE COMPANY Se SHOE CO., ST. LOUIS, MO 
XK] 
See your Queen Quality Representative Z\ See the complete Queen Quality Line for all the 
for the terrific Soft Pedal Story! big-selling patterns in the '8°'-'13° Price Range 
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FOR SALES 


Here are two of the latest, lightest, 
fastest sellers for spring. Soft toe, 
light cushion sole, styled to attract your 
fashion-wise, budget-conscious customers. 
Quality you'd expect in a $8.95 retailer. 





Jaguar glove tie. Air-lite black sole and heel. The Sportster featherweight spat saddle. 


French Cord bound. Air-lite black sole and heel. 

X860 Cottonwood Napoli. AAA 5/10 X880 Black Calf & White... . AAA 5/10 

X861 a Napoli . AA 4/10 X881 Black Calf & White.... AA 4/10 

X862 Coffee Napoli B 34/10 Pepper Napoli......... B 342/10 
$385 $385 


See them at the National Shoe Show, Rooms 901-902, Conrad Hilton 
Also at Atlanta, Dallas and most district shows 


Over GO styles in stock tor immediate delvery 


Terms: 5%-—30 days; 31 days net — Prices slightly higher west of Denver 
WRITE FOR NEW CATALOG 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bidg., 47 W. 34th St. @ ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. @ SAN FRANCISCO: Kaye & Tieso, 51 First St. 


ED WHITE JUNIOR SHOE CO., Dept. 10, PARAGOULD, ARKANSAS 
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FOR CONSUMER DEMAND FOR 
BRIGHT-WHITE SHOES: « 





AND, BY THIS TIME, EVERYONE KNOWS THAT THE 
WHITE LEATHERS WHICH CINCHEPD THE FIRST 9 REASONS 
ARE —— 


THE WHITBST WHITES’ 
Le YOW 


KID, CABRETTA, 
CLOVER CALF & KIP 


and also in White, 


| TAN-ART SUEDE 


G. LEVOR & CO. ENG. Tanners Since 1876 GLOVERSVILLE, N. Y. 
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salesman who calls on him 


He brings to his job not the typical viewpoint of the seller—but 
the viewpoint of the buyer: “Will they sell?” 

The Brown Shoe Company is proud of the 250 men who 
sell its shoes. And, we not only feel that they are our greatest 
single asset, but, also, that toa man, they are one of the reasons 
why merchants earn 2% to 4 times more profit on Brown Shoe 
Company lines than on the rest of their operations.> Why not 
write the sales department of the Brown Shoe Company or 
talk it over with a Brown Shoe Company salesman? 


Company 


Official Boy Scout Shoes * Official Girl Scout Shoes 
Risqué * Robin Hood * Roblee * Westport 
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These profit figures are from detailed 
audits thus far completed in a con- 
tinuing study of retail shoe operations 
by the Russell W. Allen Company (the 
country's leading analysts of retail 
operations). 
























Now— 
FRYE RANCHER BOOTS 
are cushioned 


with AIRFOOT! 


These luxuriously supple, meticulously sewn and 
richly detailed boots are by JOHN A. FRYE SHOE CO., 
Marlboro, Massachusetts—bootmakers since the 
days of the covered wagon! 


But even the finest traditional can be vastly improved 
when combined with the best of today— 


And here it is—done with AIRFOoT! This first and 
foremost foam rubber cushioning—designed specifically 
for feotwear—builds sales with superlative comfort, 
assures repeat sales with lasting satisfaction. 


HOW AIRFOOT CUSHIONS WITHOUT ADDING BULK: 


AIRFooT doesn’t crumple, crum- 
ble, lump up or come apart—so 
can be applied instead of conven- 
tional sole fillers, in same space! 









WHY SO MANY “BEST NAMES” 
ARE GOING AIRFOOT: 


Lighter-for-density than other rubber 
cushionings—yet the thinnest layer 
stands up! 

Controlled acration—“breathes” all over 
without forming weak spots. 

Unvarying support—scientific compression 
ratio assures instant comeback for life 
of shoe! 

Proved quality— years in development, 
years in use under all conditions, 
assures customer-satisfaction. 





Note to shoe manufacturers: For samples 


MADE ONLY BY Goopsy EAR and information on ease of application, 


contact: Goodyear, Foam Products 


WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONINGS Division, Akron 16, Ohio. 


DESIGNED SPECIFICALLY FOR FOOTWEAR! 
Airfoot-T.M. The Goodyear Tire & Rubber Company, Akron, Ohio 
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This itlustration will appear in a full-page ad next spring in 


A Winning Combination That Pays Off 
in Extra Sales for Jarman Dealers 


Combinations of white with black or brown (as Jarman IMPACT advertising in leading magazines consistently ranks 
styles them) will be very much in the sales picture next right at the top in readership and impressiveness. The hand- 
spring and summer. And speaking of combinations, Jar- some illustration on this page is typical of many that appear 
man has one which continues to pay off for dealers who are in Jarman ads season after season. (3) Aids to help the 
trying for increased sales. Its a three-way combination, local dealer draw traflic and make sales. Jarman window 
simple but amazingly effective: (1) a line of smartly styled, panels, newspaper ad mats, direct-mail pieces and other 
easy wearing, moderately priced shoes. Jarman long has window and display aids do a top-notch job in helping 
been known as the outstanding style leader in its field and is Jarman dealers achieve volume sales year after year. 
famed for its “friendliness of fit.” (2) A program of This winning Jarman three-way combination can help 
national advertising to build consumer recognition of the you gain bigger sales and profits. Write us today for full 


brand name and pre-sell Jarman shoes. Jarman’s dramatic details. 
To Retail at 
$Q95 $7 Q95 . 
9” to $18” Most Styles 


JARMAN SHOE COMPANY, NASHVILLE, TENN. 58 DIV. OF GENERAL SHOE CORPORATION 


PFPORTRALTITS 
IN LEATHER 
By Jarman 


a RS, 








saved our hides! 











‘BY THE MAKERS 
= + OF FAMED 
—_ MUSTANG 


the scientifically developed 
supported vinyl material for 
quarterlinings and heel pads in 
men’s and boy's shoes. 


.-.- AND RAVETTE 


a special socklining 
material combining 
high strength, excel- 
lent adhesion and 
extra flexibility for 
women's and chil- 
dren's shoes. (Dis 
tributed by Cooney 
Weiss Fabric Corp., 
Boston, Mass.) 














«Why be sheepish about it? There isn’t an animal in our barnyard with 
a hide tough as Tolex. 

Tolex, you know, is a vinyl fabric that won't chip, peel or crack, and it’s 
impervious to foot oils and acids, too! It lasts much longer... stays bright 
and beautiful with just a swish of a sudsy cloth. 


Tolex comes in all the exciting new footwear colors and in special footwear 
weights and constructions. Don’t let anybody pull the wool over your eyes 
... you can count on us for sleep and you can count on Tolex for wear. 


TOLEX vinyl fabrics for 
A Socklinings ee ie Wraps 


... HIGHER STYLE FOOTWEAR FOR LESS! 





For samples, write . 


THE GENERAL TIRE A RUBBER COMPANY 
TEXTILEATHER DIVISION 
TOLEDO 8, OHIO 




















NEW YO 
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He’s your ENNA JETTICK salesman—but more than a salesman, he’s 
an expert at helping you to do a more profitable job. Because he has 
a stake in your business, he’s eager to put his vast merchandising 
experience to work for you. 

Let him tell you what ENNA JETTICK is thinking and doing; the 
scope and timing of advertising and promotion plans; what the 
season’s “best sellers” are; which styles should sell best in your 





° DUNN 
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AVAILABLE : 
AS WORKING 
PARTNER 


EXPERT MERCHANDISER 
OF WOMEN’S SHOES 


at no cost to you 


Koa sJettols 


The Shoes You Love To Live In 


oe 


Some Styles $11.95 


AND MCCARTHY, INC., Auburn, N.Y. 
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| Grab Him! 


trading area, and how to promote them for the biggest volume. 

He’ll show you how our tremendous In Stock Service works to 
squeeze more volume out of proven top sellers. 

He’ll bring to the attention of your sales staff the unique selling 
points of popular ENNA JETTICKS. 

He’s on the road now with the eye-opening, new Spring line of 
ENNA JETTICKS—the best line we have ever produced. 

















Style No. 8591 





BUILD “REPEATS” 


Like interest on your investment--that’s your 
“repeat” customer. And that’s one of the main 
reasons why the Johnsonian Guide-Step line is so 
profitable—it keeps them coming back. 


Guide-Steps’ handsome styling is partly responsible, 
but so is their fit, based on hundreds of thousands 
of foot measurements made on the foot in action. 


Once your customers discover the fit and comfort of 
Johnsonian Guide-Steps, you’ve got yourself 





Style No. 8503 “repeats” from now on, especially since they retail 
profitably at $9.95 and up. Write for full information 
Style No, 8500 or a personal call by one of our representatives. 





PA PRODUCT OF MENDICOTT JOHNSON 


-] = 
a es 
Nationally advertised in () ( () ) 2) | 
LIFE, SATURDAY EVENING POST, ( (é 
COLLIER'S, LOOK, ARGOSY and 
AMERICAN LEGION GUIDE-STEPS 


Johnsonian Jr. Guide-Steps also available in some styles 


ENDICOTT JOHNSON CORPORATION 
Endicott 1, N. Y. St. Louis 2, Mo. New York 13, N. Y, 











See ‘The Last Story". . . full color movie on 
the Guide-Step principle. Write for details. 





Successful models of GUIDE-STEP shoes have also been developed in our children’s, misses’, growing girls’ and women’s 
lines, The salesman who carries JOHNSONIAN GUIDE-STEP can tell you about these lines, too, 
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Litt Up the Low End 


One of the most interesting and significant discussions 
in the annals of the industry is taking place currently 
between NSMA and the Bureau of Labor Statistics. The 
point at issue is whether or not the BLS Wholesale and 
Consumer Footwear Price Indexes are adequate mea- 
suring sticks of shoe prices. NSMA contends that the 
Bureau of Census Average Factory Value, which is 
computed by dividing total shoe dollar volume by 
number of pairs of all types of shoes produced exclud- 
ing rubber footwear, is a more realistic barometer of 
shoe price movements than are BLS Wholesale and 
Retail Footwear Indexes. NSMA recognizes, however, 
that the use of both of these series are necessary “for 
a correct picture of developments in the industry.” 


The Indexes Differ Radically 


For the past few years the BLS Indexes have shown 
a radically different price trend than that pictured by 
the Average Factory Value Index. The BLS Consumer 
and Footwear Price Index increased to 117.7 in 1955 
from 94.5 in 1947. BLS Wholesale Footwear Index 
rose to 112. from 96,1 during the same period. NSMA 
estimates, based on Bureau of Census figures, reveal 
that the Average Factory Value of shoes dropped to 
96.4 in 1955 from 102.5 in 1947. 

NSMA maintains that BLS Indexes do not reflect a 
true picture of the average cost of shoes to the retailer 
and consumer because they are calculated on sample 
pricing of a limited number of types or styles of shoes 
all of which have rigidly controlled quality specifica- 
tions. In the wholesale category these types number 
fourteen styles in shoes and three styles in slippers for 
men, women, and children. In the consumer category 
they number nine styles in men’s, women’s, and 
children’s shoes. 

BLS contends that its selection of styles is compre- 
hensive and that they are the types most commonly 
used by members of average income families. It points 
out that quality descriptions were reviewed in 1955 by 
representatives of a number of shoe manufacturers and 
BLS. In computing its Consumer Price Index, shoppers 
for BLS obtain sample prices every month for each 
of these nine styles (actually seven regular and two 
alternates) in forty-six cities throughout the country. 

On the surface this whole matter might appear to be 
another of those periodic disagreements which take 
place between economists and statisticians. However, 
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because the over-all Consumer Price Index is scruti- 
nized so carefully by everyone today, is generally 
considered to be a thoroughly reliable gauge of our 
changes in prices, and because the position of foot- 
wear in the index has been singled out for special 
attention, this discussion assumes an especial impor- 
tance. 

It further serves to dramatize the fact that the in- 
creases which we have shown in our production for 
the past few years are going into lower priced, lower 
profit margin footwear. NSMA figures demonstrate 
conclusively that the Average Factory Value of shoes 
has shown a general downward trend since 1951. But 
BLS is on very strong ground in demonstrating that the 
cost of shoes to retailer and consumer is rising when 
the price change is measured for the same qualities 
from the earlier to the later period. 

BLS is correct in its statement that the styles used 
in computing its Index are types in common use by 
the average income family. Missing from their selection 
list, however, are the lower priced casual slip-on styles. 
the simple moc types, the many varieties of ballets and 
flats, the strap sandals, and the all-fabric upper shoes 
which have been produced in such growing volume in 
the past ten years. The fact that these styles are not 
represented in the BLS selection is not necessarily an 
indictment of the worth of the Index as a measuring 
stick. Had they been included and their quality rigidly 
specified, the pricing of these types logically should 
reflect the increased costs which have taken place in 
their manufacture. 


An Important Question 


Here an important question arises, and the answer 
to it would seem to be one of more moment and long 
term importance to the industry than the discussion 
which suggests it. 

Why are consumers buying these lower priced, 
limited use and limited wear shoes? Are they buying 
so because of economic necessity or are they buying 
these soft leisure types because of their general appeal? 
Wages and disposable income are maintaining a very 
favorable position in relation to cost of living and 
little or no resistance has been evidenced to the in- 
creased prices at which most medium and high-grade 
shoes are selling. Average American families appear 

[TURN TO PAGE 74, PLEASE | 
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New in the “Great American Family” 






Now Lawrence brings you Turftop, a new 
soft plush leather with a velvety hint of deep 
texture. Here’s a new mellow leather that’s 
sure to collect compliments that will echo 
throughout the fashion world. 

Turftop by Lawrence is ideal for unlined 
and lined men’s and women’s casuals, Its 
unique talent for styling and its exciting colors 
leave everything to your designer’s imagina- 
tion. If shoes are your business you'll do 
more of it with Turftop by Lawrence. 

Also in the Lawrence ‘Great American 
Family” is FINA, supple, mellow and rich; 
KEENA, a truly superb leather, and 
MELGO, a mellow casual leather. A. C. 
Lawrence Leather Company, Peabody, Mass. 


















rOnCe?e_ 
TURFTOP 


... gives shoes that wonderful feeling 
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SUPERGRIP 


Sets the Pace 
for Good Bonding 


In hundreds of factories, Supergrip is setting the standard for a quality, 
reliable product. And the number of users is increasing steadily as more and 


more factories find out that Supergrip offers more. 


For example, top grade materials and blending methods provide bond 


strengths that take a big worry out of cement shoemaking. 


Add to this the extra mileage Supergrip gives, the cement know-how 
thatstands behind every 
gallon of Supergrip 
and it’s easy to see 
why Supergrip is the 
shoe industry’s num- 
ber one name in sole at- 


taching cements. 


If you want to be sure you're getting 

the best value for your cement dollar 
call your nearest United branch office. 
We’ll help you select the right cement for 
your methods and materials and arrange 


a demonstration. 


SUPERGRIP cements 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS. 
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+. by ACME 


Hy “HITS” wherever 


teen-agers gather! 


The rock 'n roll rhythm of the hi-fi centers all eyes on the feet... and 
these tasseled Parade boots can really get into the swing of 

things! Smartly styled and expertly made ... by Acme's skilled boot- 
makers. In white only, with tassels of white or any school color 

or combination. 





7611 

«++ for growing girls—Sizes 3’ 

through 10, A" and ‘'C"’ widths 
cost to you... $4.75 





.++ for children and misses 

Sizes 82 through 12, ''D"’ width only 
c Sizes 122 through 3, ''B'' and ‘'D"' widths 
cost To you... $3.55 





«++ for growing girls —As 7611, made 6611 

over low heel last, with broad surface . +» for infants 

8/8 heel Sizes 4 through 8, ‘'D'' width only 
cost To You... $4.75 cost To You... $2.95 


Fr ee Catalog on Request - ACME BOOT COMPANY, Inc., Clarksville, Tennessee 


Wellingtons Engineer Boots 


i hoy 
a > a> Ad 


WORLD'S LARGEST BOOTMAKERS 
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\ That's why Gallun’s Norwegian Calf 


is the leather that sells your shoes 

It's Gallun's vegetable tannage that does it. Makes a shoe that's 
ever comfortable, casy to walk in, but yet with a real man’s heft 
A shoe that withstands repeated wettings and dryings without 


stiffening. (And that makes it ideal for your golf shoe lines.) 
Your customers know it by its soft plump feel and its trace 

of a grain. You know it by the added profits and prestige 

which accrue to your store, Be sure to check the Gallun numbers 

in your orders to leading manufacturers. A, FP. Gallun & Sons 

Corp., Tanners, Milwaukee, Wisconsin 





OTHER FAMOUS GALLUN TANNAGES 
CONTOUR CALF * NORMANDIE CALF ¢ HILAND GRAIN CALF 
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Chapter THREE in “BATES Shoes Sell’ If you missed the preceding chapters in this series, write for informative set of reprints. 


BATES 





\ OF BATES 
UNIQUE FRANCHISE PLAN 


There's very solid dollars-and- 













cents virtue to the Bates franchise \ 
plan: it offers our franchised Y 
retailer more than the traditional 


mark-up. 


This plus-mark-up is not a mere opening- 
order appetizer—it is a steady, continuous 
part of the Bates diet. It prevails throughout 
the season, without exception—without 


variation, like the BATES quality. 


Another reason for the enthusiasm Bates retailers 
have for Bates shoes. You can share this enthusiasm 


by becoming a BATES retailer yourself, Just your signature on your 
letterhead will bring you 
full details, 


poen” a, 
i is | BATES SHOE COMPANY ~* Webster, Massachusetts 
’ 
Manufacturers of PHI BATES + BATES ORIGINALS + FLOATERS + J-Vs for boys 
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the biggest SUCCESS STORY ot the year... 
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9, A TYROLEANS 


™ 


Ai) _ ~ Tens of thousands of consumers are 


‘‘walking testimonials’ to the com- 
fort and style of Dunham's 
TYROLEANS' .. . thousands more 
join them every week of the year! 


Get your share of the profit — 
make sure they can buy 
TYROLEANS from you! 


eee 
wie 


There's no doubt about it . . . Dunham's 
TYROLEANS® have captured the buying 
attention of men and women from coast 
to coast! No other shoes have created as 
much interest as these fine fully leather- 
lined butternut, glove elk oxfords, 6-inch 
and high-cut boots. Only genuine 
TYROLEANS® have the full cushion in- 
sole and rugged jumbo-rib crepe out- 
sole that looks as comfortable as it 
feels. And — only Dunham's 
TYROLEANS® are advertised and 
promoted so aggressively to create 

sales — and profits — for youl 


If you don't have the complete 
story on Dunham's TYRO- 
LEANS® you're letting a fab- 

vlous profit-maker slip by! 


Remember, only Dunham's 
have the original, genuine 
TYROLEANS® — ask your 

Dunham representative or 
write for full details! 


a DUNHAM 
- Ta 


BRATTLEBORO VERMONT 




















National Shoe Fair Receives Record Influx 
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Shoe Men Universally Optimistic About Prospects for Spring Volume; 
Anticipated Total Consumer Production Estimated at 580 Million Pairs 


CHICAGO — The 1956 National Shoe 
Fair got off to the most active start in 
many years with a record attendance, 
registered and at work by noon in the 
sample rooms and exhibit halls of the 
Palmer House, Conrad Hilton and Mor- 
rison hotels. The large attendance by 
retailers from metropolitan Chicago 
and nearby counties which has become 
a Shoe Fair pattern, was swelled by an 
early influx of shoe men from all over 
the world. 





JOHN ‘ MORAN 


Despite the steadying effect of a hold- 
the-price-line announcement by several 
of the major producers, many general 
price increases and increases on certain 
styles within a line were made. 

Early reports of buying action at the 
Fair indicate that it will prove to be 
the most successful Shoe Fair in many 
years, 

A joint statement by the presidents 
of the two national associations, S. L. 
Slosberg of the National Shoe Manu- 
facturers Association and Steven J. Jay 
of the National Shoe Retailers Associa- 
tion, official spokesmen for the $38% 
billion industry, anticipated consumer 
purchases this year about equal to total 
estimated production of 580,000,000 
pairs. Production in 1955 was 576,978,- 
000 pairs. 

Both agreed that cooperative team- 
work among American manufacturers 
and retailers —“the same spirit that 
brings more than 95 per cent of the 
industry together here in Chicago”— 
was one key to what promises to be the 
record shoe year. 

At a meeting of the board of direc- 
tors of the National Shoe Manufactur- 
ers Association held Tuesday night at 
the Palmer House, John L. Moran, 
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president of the Moran Shoe Company, 
Carlyle, Ill., was elected president of 
the National Shoe Manufacturers As- 
sociation. He joined the Moran Shoe 
Company in October, 1924. It was then 
headed by his father. Upon the death 
of his father in 1985 he assumed the 
presidency. He has been in the shoe 
industry for 32 years and has been ac- 
tive in NSMA affairs for many years, 
serving on its board of directors since 
January, 1936, and also serving on 





STEPHEN J. JAY 


numerous NSMA committees. 

S. L. Slosberg of Green Shoe Manu- 
facturing Company, Boston, prior pres- 
ident of the National Shoe Manufac- 
turers Association becomes an honorary 
chairman of the board. 

Six new regional vice - presidents 
were elected. They are Percy N. Bur- 
ton, Craddock-Terry Shoe Corporation, 
Lynchburg, Va.; Harold B,. Gessner, 
Oomphies, Inc.. New York, N. Y.; 
Jerome M. Kushins, Kushins, Inc., 
Santa Rosa, Calif.; Herbert Lape, Jr., 
The Julian & Kokenge Company, Co- 
lumbus, 0.; Robert Leverenz, Leverenz 
Shoe Company, Sheboygan, Wis.; 
Philip W. Lown, Old Town Shoe Com- 
pany, Old Town, Me.; Monte E. Sho- 
maker, Brown Shoe Company, St. 
Louis, Mo.; Harold O. Toor, H. Jacob 
& Sons, Inc., Hanover, Pa. 

Robert C, Erb, Melville Shoe Cor- 
poration, New York City, was elected 
association treasurer, 

L. E, Langston, who will retire from 
the National Shoe Retailers Associa- 
tion after serving for 21 years as its 
executive vice-president and who also 
has served on every Shoe Fair Commit- 

[TURN TO PAGE 26, PLEASE] 








National Shoe Travelers 
Elect Ted Hinds President 


CHIcCAGO—Ted Hinds was elected 
president of the National Shoe Travel- 
ers Association at the fortieth annual 
convention held at the Hamilton Hotel 
during the National Shoe Fair. Mr. 
Hinds served as first vice-president this 
past year. He is affiliated with the 
Southeast Shoe Travelers Association. 

Ed Trench was reelected secretary 
and Paul D. Cook was elected trea- 
surer. Both are members of the North- 
west Shoe Travelers. Richard Graff is 
moved up from the office of second vice- 
president to first vice-president and 
George H. Lawson of Michigan Shoe 
Travelers Club is vice-president. 

The new practice of limiting the 
term of president to a year is in ac- 
cordance with changes in the by-laws 
made at last year’s convention. 

The new president in his official ad- 
dress promised to continue the program 
of progress instituted this past year. 
Previously, outgoing president Ray C., 
Randall had reviewed the accomplish- 
ments of the past year. These included 
arrangements for fleet discounts for 
members and the launching of the as- 
sociation’s news magazine, The NSTA 
News. 

A highlight of the convention was 
the awarding of the annual trophy for 
the greatest percentage increase in 
membership. This year’s award went to 
the Southwest Shoe Travelers Associ- 
ation. New this year was the presi- 
dent’s trophy for the individual sign- 
ing-up of the largest number of new 
members in the association. First 
winner was Lester Abrams, of the Ohio 
Shoe Travelers Club. 

Continued success of regional shoe 
shows dominated the theme of most of 
the reports by regional governors. 

Reports were presented as follows: 

Melvin G. Campbell for Central 
States Shoe Travelers; Gene Thompson 
Indiana Shoe Travelers Association; 
Walter Martin, Iowa Shoe Travelers 
Association; and Curtis Johns, Michi- 
gan Shoe Travelers Club. 

Others were Robert Schuster, Moun- 
tain States Shoe Travelers Association, 
Keith McCarthy, Northwestern Shoe 
Travelers Association; John Neff, Ohio 
Shoe Travelers Club; J. P. Duvall, 
Pacific Northwest Shoe Travelers, and 
Joe Harris, Pennsylvania Shoe Travel- 
ers Association. 

Also reporting were Richard Meech, 
Shoe Travelers Association of Chicago; 
T. M. Johnson, Southeastern Shoe 
Travelers, Inc.; Bill Sorensen, South- 
western Shoe Travelers Association, 
and Fred McBride, Weat Coast Shoe 
Travelers Association. 











Mutual Launches New ‘First Editions’ Line 





Company Purchases Selby’s Manchester, N. H., Plant to Manufacture 
High-Style Shoes and Merchandise Them In a Popular-Price Bracket 


MAYNARD, Mass. — Admiral Shoe 
Corporation, a division of Mutual Shoe 
Company here, is introducing a new 
line of high-style women’s shoes under 
the brand name of “First Editions.” 
The announcement was made by David 
Stein, president of Admiral and its 
parent firm, Mutual Shoe Sales Com- 
pany. 

The unique feature of the new line 
is that it will apply all the techniques 
of high-fashion styling and adapt them 
to a popular-price bracket of $12.95 
to $14.95. 

The company said, “This new line 
combines originality in creative design 
and fine craftsmanship with a power- 
ful merchandising and extensive in- 
stock program. The First Editions line 
was developed in answer to the demand 
for a finely crafted footwear line with 
a sensitive interpretation of advance 
fashion trends in a price category with 
tremendous untapped sales potential.” 

Thus, by originating and creating 
high-style themes in a popular price 
btracket—rather than copying or fol- 
lowing themes introduced by the high- 
priced style houses—the First Editions 
line establishes a unique precedent in 
the women’s phase of shoe business, 

Mr. Stein revealed that First Edi- 
tions have been sales-tested in 75 key 
stores throughout the country. “The 
results have been phenomenal,” he 
said. “The shoes in many of these 
stores were sold out to the pair during 
the first few days on the floor.” 

This reception to the new line, the 
company said, has been the principal 
factor in the acquisition of the Selby 
Shoe Company plant in Manchester, 
N. H., by the Mutual Shoe Sales Com- 
pany. First Editions will be made in 
the new plant. 

The First Editions line will be styled 
by Kay Sleater as director of fashion 
and design. Miss Sleater is also direc- 
tor of fashion and design for Mutual's 
Foot Flair line. 

She conceived and developed the idea 
for the new First Editions line, be- 
lieving that high-style originality— 
usually restricted to a few of the high- 
bracket women’s lines—could be ap- 
plied to popular-price lines. In short, 
she plans to incorporate all the fine 
craftamanship, fine materials, backed 
by the daring of creative design— and 
sell these high-style shoes in a medium 
price bracket. The company, enthu- 
tiastic about the plan, made up and 
stocked several key shoes in the line, 
and then launched a national sales- 
testing plan in selected stores, The 
response was so unanimous the com- 
pany said, that it immediately pro- 
ededed with its all-out program. 

Distribution of the First Editions 
line will be on an exclusive franchise 
basis. A consumer advertising and 
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dealer aids program has been set up 
to promote the new line. 

In charge of merchandising the 
First Editions line will be Victor Ben- 
nett, well known for his merchandising 
success with the Foot Flairs line. Mr. 
Bennett has a combined lengthy ex- 
perience at both the retail and manu- 
facturing levels, specializing in mer- 
chandising. 

Harry B. Johansen has been ap- 
pointed sales manager of the First 
Editions line. He was most recently 
with Laird Schober & Company as 
executive vice-president, and prior to 
that was vice-president and sales 
manager of I. Miller & Sons. His 
career as a shoe business executive 
dates back to 1933, when he was in 
charge of sales for Johansen Brothers 
Shoe Company, St. Louis. 

Three new sales representatives 
have just been appointed to the First 
Editions selling staff, according to an 
announcement by Mr. Johansen. The 
new staff members are John J. Reilly, 
formerly with Laird Schober, who will 
make his headquarters in Atlanta; 
Glenn A. Brockman wil! cover the 
Midwest and operate out of St. Louis; 
Lester 8S. Levin will cover the West 
Coast, with headquarters in Los 
Angeles. 


Craddock-Terry Shoe’s 
Retired President Dies 


LYNCHBURG, Va.—Charles Granville 
Craddock, retired president of Crad- 
dock-Terry Shoe Corporation, died Oc- 
tober 18, in Virginia Baptist Hospital. 

He was 65. He was ill only a short 
time, his death resulting from an ap- 
parent heart attack. 

He stepped down January 28 of this 
year as head of the shoe manufacturing 
firm he joined 44 years ago. Mr. Crad- 
dock had served as president of Crad- 
dock-Terry since June 26, 1944, He also 
had an earlier term at the helm from 
1928 to 1930. 

Born in Lynchburg Nov. 17, 1890, he 
was the son of John Wimbish Crad- 
dock and Mary Gilmer Craddock. The 
elder Craddock was the first president 
and one of the founders of Craddock- 
Terry. 

He was educated in Lynchburg 
public schools, Episcopal High School 
at Alexandria, the University of Vir- 
ginia and the Wharton School of Com- 
merce, University of Pennsylvania, He 
was a member of First Presbyterian 
Church. 

Upon completion of his schooling, he 
joined the shoe firm, His first job was 
in the accounting department of the 
factory division. He worked through 
all phases of footwear manufacturing, 

Mr. Craddock's accomplishments have 
been many, but notably among them 


his wisdom and foresight in developing 
and streamlining the company’s opera- 
tions. His modernization of the Com- 
pany’s sales program resulted in sep- 
arate sales divisions for its many lines. 
Thus through specialized selling and 
under his leadership the company’s 
volume has grown steadly from $8 mil- 
lion in 1939 to more than $27 million 
in 1955, the largest year in the history 
of the company. 





CHARLES G. CRADDOCK 


He was instrumental in the formation 
of programs incorporating employee 
benefits and maintained an active in- 
terest in industry and community af- 
fairs. 

Mr. Craddock has served as an of- 
ficer and director of the National Shoe 
Manufacturers Association. 

Surviving are his widow, Mrs. 
Katherine B. Craddock; a daughter, 
Mrs, Earl Thompson of San Francisco, 
Cal.; a son, Dr. Charles G. Craddock 
Jr., Los Angeles, Cal.; a sister, Mra. 
Tucker Carrington of Lynchburg, and 
six grandchildren, Hubert Bruce Watts 
Il and Brooke Thompson both of San 
Francisco, and Hilah Royster Crad- 
dock, Katherine Deane Craddock, Mary 
Craddock and Charles G. Craddock ITI, 
all of Los Angeles, 


Two Major Producers 
See No 1957 Price Change 


Sr. Louis—Two major St. Louis man- 
ufacturers have officially announced 
that prices for spring, 1957 selling 
season will remain virtually unchanged. 

A. ©. Fleener, vice-president in 
charge of sales, Brown Shoe Company, 
has announced that prices on the 
company’s Buster Brown, Robin Hood, 
Roblee and Pedwin lines will remain 
the same, Other Brown brands were 
not mentioned, 

Henry H. Rand, president of Inter- 
national Shoe Company, reported at 
the firm’s sales meetings in October 
that shoe prices for all divisions of 
his company will remain practically 
unchanged for spring selling, Where 
parts of a line have been re-merchan- 
dised, Mr. Rand atated, there will be 
some price revision, 


Boot and Shoe Recorder 


Ge a EG SO Re ao ae 














Sey ee 
SS 


Half of U. S. Shoe Producers Raise Prices 





Survey at National Fair Shows Bheugh That Only 15 Per Cent Applied 
Increases to All Their Lines; Picture Differs From Last Year's Boost 


CHICAGO—A pproximately half of the 
nation’s footwear manufacturers have 
come ‘to the National Shoe Fair with 
higher prices on their spring shoes. To 
be exact, 49 per cent have raised their 
prices, while 51 per cent have not, 

This was the finding of a Boot AND 
SHOE RECORDER survey on shoe prices, 
covering 600 shoe and slipper producers 
whose output represents some 90 per 
cent of the industry’s production, 

This year, fewer footwear producers 
came into the shoe fair with higher 
prices. Last year at this time, 70 per- 
cent of the manufacturers came to the 
fair with higher prices, and before the 
year was out the figure had risen to 
well over 80 per cent. 

The present price boosts average 
around five per cent. 

Only 15 per cent of the group that 
has raised prices applied their in- 
creases to all their shoes, while 85 per 
cent applied price boosts to only some 
of the shoes in their lines, Last year 
at this time, the increases in the great 
majority of cases applied to almost all 
shoes in the lines, But for spring, 1957, 
those producers who raised prices will 
apply those raises to only a third of 
the shoes in their lines. 

Some 16 per cent of these increases 
will apply against higher-priced shoes 
in the manufacturers’ lines, while 87 
per cent will apply to their lower 
priced shoes, and 47 per cent will apply 
to both lower and higher priced shoes 
in the lines. 

To “cover” on the shift of prices 
within lines, 28 per cent of the pro- 
ducers with price increases will in- 
troduce additional price lines, either 
upward or downward, to maintain 
present accounts or to attract new ac- 
counts seeking other price ranges. 
However, 72 per cent will introduce 
no new price lines, but will retain their 
established prices or lines. 

Most of the price increases became 
effective as of the National Shoe Fair 
dates, Other dates for the new starting 
prices range between November 15 and 
January 1. 

While 51 per cent of the manufac- 
turers stated that they did not raise 
prices at the shoe fair, many of thia 
group have raised prices over the past 
six to eight months—aufficient to take 
care of current or anticipated coat in- 
creases, Thus it's estimated that over 
the past eight months, including the 
present dates, about three-fourths of 
the manufacturers have raised prices 
on at least some of their shoes, These 
increases have ranged between two 
and five per cent, 

Two-thirda of the slipper manufac. 
turers have come in with higher 
prices at the fair, while between 40 and 
50 per cent of the men’s, women’s and 
children’s shoe producers came in with 
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higher prices on their lines. 

Following is a more detailed break- 
down of what’s happening with the 
current shoe price situation, by major 
classifications of footwear: 

Men’s Shoes — Of the men’s shoe 
manufacturers, 42 per cent came to the 
fair with higher prices, while 58 per 
cent haven’t raised prices at this time. 
All of those who have raised prices 
applied these raises to only some of 
their shoes—about 32 per cent of their 
lines. The increases average five per 
cent. Three-fourths of the price in- 
creases become effective as of now, 14 
per cent went into effect in recent 
weeks, while another 14 per cent will 
take effect as of November 15. Five 
per cent of the increases will apply to 
higher priced shoes in the line, none 
to lower priced shoes, and 95 per cent 
of the raises will apply to both higher 
and lower priced shoes. Only 14 per 
cent are introducing new price lines, 
while 86 per cent did not. 

Women's Shoes — Nearly half—ex- 
actly 48 per cent—of the women’s shoe 
producers came in with higher prices, 
while 52 per cent are maintaining 
former prices. Twelve per cent of those 
with price increases applied the boosts 
to all their shoes, while 88 per cent 
will apply these boosts to only some 
of their shoes—approximately 27 per 
cent of their lines. The amount of the 
increases averaged 4.6 per cent. 

Some 81 per cent of the increases 
became effective as of the shoe fair 
dates, while 41 per cent were an- 
nounced in recent weeks, and another 
28 per cent will take effect as of 
January 1 or a little before, Some 24 
per cent of the price increases applied 
more to higher priced shoes in the 
lines, while 88 per cent of the. rises 
applied to higher priced shoes, and 88 
per cent applied to both higher and 
lower priced items, About 28 per cent 
of the producers introduced new price 
items, either above or below their 
regular price ranges, while 72 per cent 
did not introduce new price items. 

Children's Shoea—Two-fiftha or 40 
per cent of the makers of juvenile 
footwear brought higher shoe prices to 
the fair, while 60 per cent held to 
former prices, Exactly one-third of 
those raising prices applied these 
raises to all their shoes, while 67 per 
cent applied raises to only some of 
the shoes in their lines—approximately 
88 per cent of their linea, The price 
increases average out to 4.5 per cent. 

Some 71 per cent of the price in- 
creases here become effective No- 
vember 1, while 29 per cent will take 
effect as of December 1, Exactly one- 
fourth of the increases, will apply 
more to higher priced items in the 
line, while 50 per cent will apply to 
lower priced items, and 25 per cent of 


the increases will apply both to higher 
and lower priced items. Some 27 per 
cent of those producers with higher 
prices will introduce additional items, 
priced higher or lower than their 
regular lines; but 78 per cent will not 
introduce new lines or items in new 
price brackets. 

Slippers—Within this group was 
found the highest number of producers 
coming in with higher prices—64 per 
cent of all the slipper makers. Only 
386 per cent are held to former prices. 
Of those raising prices, 14 per cent 
raised them on all items, while 86 per 
cent increased prices on only some of 
their items—averaging out to 39 per 
cent of the lines. The amount of the 
increases averages out to 5.2 per cent, 
highest of footwear classifications. 

Fifty per cent of the slipper makers 
with higher prices made those new 
prices effective as of October 1, while 
four per cent applied new prices to 
November 1, and 46 per cent to January 
1. Of those raising prices, 16 per cent 
applied them to their higher priced 
items in the lines, 87 per cent applied 
them to their lower priced items, and 
17 per cent to both higher and lower 
priced items. Some 42 per cent of the 
slipper makers will add new items to 
broaden their former price ranges, 
while 58 per cent will maintain their 
present price brackets. 

Summary—Principal reason given 
for the higher prices: creeping costs— 
labor, materials, overhead, etc, A good 
number of the manufacturers men- 
tioned that though they had previously 
raised prices a bit to cover themselves 
on upped costs or anticipated costa, 
the increase did not prove enough, 
This is actually the big reason why 
so many of the present price increases 
are applied to individual items rather 
than across the board, as was far 
more the case at this time last year. 
Where the price increases are going 
into effect, it’s found that only about 
one-third of the lines are getting price 
boosts, while the remainder is holding 
the former price lines, 

Manufacturers cite justification for 
current price increases by pointing to 
factory price coat increases. For 
example, for the firat eight months of 
1966, average factory value per pair 
came ‘to $3.68 as compared with $3.61 
for thé same period of 1955. This 
amounts to a 17-cent or 4.8 per cent 
increase in costs, This, incidentally, is 
exactly the average of wholesale price 
increase——4.8 per cent—which the 
Boor AND Soe ReCORDER survey 
found in its own poll, In short, manu- 
facturera are raising their wholesale 
prices exactly the same percentage as 
their average cost-per-pair increases 
have amounted to, 

Manufacturers are rigidly resisting 
any lowering of quality in thelr shoes 
in order to maintain former prices, 
Where coats have risen to the squeeze 
point, producers have preferred to take 
their chances on raising their prices 
rather than lowering their quality. 
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Sale of Work Shoes in 1956 Seen at New Record Level 


CuicaGo — There’s good likelihood 
that civilian work shoe output and 
sales for 1956 will reach a new high 
amounting to close to 30 million pairs. 
This would be a new mark for a peace- 
time year. This pairage would rep- 
resent an 11 per cent increase over 
the 27 million pairs of 1955. 

Work shoe output and sales this year 
have been moving at a surprisingly 
fast clip. Production for the first half 
of the year was a spectacular 33 per 
cent above the same period of 1955, 
and was moving at an annual rate of 
36 million pairs, a phenomenal figure 
for civilian-type service footwear. 
However, work shoe output over the 
last half of the year has tapered off 
somewhat, though the year’s total 
figure will be a very healthy one. 

What has been behind the boom in 
this type of footwear? A number of 
things: some rebuilding of retail in- 
ventories; increased sales of oxford- 
type “dressy” looking work shoes, and 
generally more styling in work shoes 
as a whole; rising sales of work shoes 
in industrial plants, where workers buy 
these shoes at appreciably below retail 
prices, and where they buy them for 
friends and relatives, as well. 

Also, the rising level of the in- 
dustrial labor force. And today the 
entry of more specialized types of 
work footwear instead of the old all- 
purpose work shoe. Certain additional 
types are becoming popular. For 
example, the Engineer’s Boot, very 
popular with teenagers and “hot rods;” 


the Tyrolean shoe, a six-inch hightop, 
leather lined and of soft glove upper 
leather; the Algonquin blucher oxford 
with neoprene sole in a semi-dress 
style. All these are produced by work 
shoe makers, are classified in the work- 
shoe category. 

Thus the work shoe industry is ex- 
periencing a revitalized period, actual- 
ly a new era. The expansion of the 
female labor force in industry has 
helped spur a “styling revolution” in 
work shoes. Work clothing and work 
shoes alike are somewhat dressier in 
appearance, though retaining all the 
practical and utility values required in 
such apparel. 

What retail prices are being paid 
for men’s work shoes? Analysis of 
1955 work shoe sales reveals that big- 
gest seller is in the $7-$9 price range 
—more than seven million pairs. Next 
comes the $10-$12 range, with more 
than five million pairs. Next in order 
of sales is the $5-$6 range (3.7 million 
pairs), and the $12-$14 group (2.8 
million pairs.) 

Following is a detailed listing of 
1955 work shoe sales at retail according 
to price categories: 
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All-Time Shoe Sales Record 
Forecast by Edward L. Drew 


CuicaGco—The current year will see 
an all-time record of shoe sales at re- 
tail, Edward L. Drew, economist of 
the Tanners’ Council of America, told 
the annual meeting of the organization 
at the Edgewater Beach Hotel, here, 
during the National Shoe Fair. 

He said this will constitute an in- 
crease of 1.7 per cent, or 580 million 
pairs compared to 570 million pairs in 
1955. 

He castigated the term, “no signifi- 
cant difference,” commonly used to 
compare 1957 and 1956 production vol- 
ume figures by saying, “The proba- 
bilities are that 1957 output will total 
about 590 million pairs, or about ten 
million more than in 1956 and a total 
closely in line with anticipated sales.” 

Mr. Drew indicated that he antici- 
pates a smaller volume picture during 
the first quarter of 1957 as compared 
with 1956. “Just bear in mind,” he 
said, “that the first quarter output this 
year was at an annual rate of well 
over 600 million pairs a year. It was 
in that period that excesses were ac- 
cumulated and it was in subsequent 
months that gradual but steady adjust- 
ments took place to reduce these ex- 
cesses and to bring this year’s output 
in line with retail sales.” 

Mr. Drew also noted a significant 
trend in the constantly rising volume 
in the use of sole leather, in eclipse 
from 1947 to 1951, during which period 
it dipped 29.5 per cent. 





Meek Tells I. S. Unification Is Only Key to Survival 


Cuicaco—Joseph T. Meek, president 
of Illinois Federaticn of Retail Associ- 
ations, addressing the annual meeting 
of Independent Shoemen in the Shera- 
ton-Blackstone hotel here, declared 
that basic competition is with “bigness” 
today, and that the industry can unite, 
but a lot of petty jealousy and mis- 
taken competitive zeal must die first. 

Richard J. Potvin was elected presi- 
dent succeeding Sam Sullivan who has 
served since the association’s inception 
three years ago. Mr. Potvin heads the 
R. J. Potvin Shoe Co., Brockton, Mass. 
Five vice-presidents were elected: Ray 
Shannon, Weyenberg Shoe Mfg. Co., 
manufacturers; George Mason, Dun- 
ham Bros., wholesalers; Mead McCain, 
St. Louis, retailers; Wendell Me- 
Cracken, Encino, Calif., shoe travelers; 
and Carl Sher, Philadelphia, allied 
products. James Rick of Curtis- 
Stephens-Embry, Reading, Pa., was 
reelected treasurer and J. R. DeWitt, 
Chicago, was chosen secretary. 

New directors, chosen prior to the 
election of officers, follow: Retailers, 
for three year terms, John Wiley, 
Glens Falls, N. Y.; Charles 8. Kramet- 
bauer, Chicago; B. W. Childs, Holy- 
oke, Maas.; J. E. Cox, P Fla.; 
Bert Garfinkel, Cleveland; Edna Kro- 
man, Homewood, Ala.; and Mr. McCain. 
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RICHARD J. POTVIN 


Wholesalers serving a three year term 
are Samuel Weiner, Wayne Shoe Co., 
Boston. Salesmen for three year terms 
are R. Claude Jones, Red Wing Shoe 
Co., Vernon, Tex., and David Tolin of 
Portage Shoe Co., Los Angeles. Manu- 
facturers for three year terms include 
John Esch, Leverenz Shoe Co., She- 
boygan, Mich., and Francia Ryan, Bates 
Shoe Co., Webster, Mass.; for two 
years, Louis Foye, L. E. Beaudin Shoe 
Co., Hanover, Pa., and Mr, Potvin. 


Shoe Fair Record 
(CONTINUED FROM PAGE 23) 


tee since the inception of the show 23 
years ago, stated, “With this opening, 
the National Shoe Fair elevates itself 
to a new level of importance and ser- 
vice. Assembled here is the largest 
group of top executives in shoe retail- 
ing, manufacturing and styling, mer- 
chandising and promotion. What they 
will do here will set the industry's 
price and style pattern for the year 
ahead. The lines they will view and 
appraise hold every indication of mak- 
ing 1957 an unprecedented year in 
shoes, The program of education fea- 
tures they will see will help supply the 
promotional spark to make it so.” 

Edward J. McDonald, succeeding Mr. 
Langston, assumes the executive vice- 
presidency November 1. 

National Shoe Retailers Association 
reelected Stephen J. Jay association 
president, Mr. Jay is president of R, H. 
Fyfe Co. David Hirschler, treasurer, 
and Thelma C. Hennessey, secretary, 
were also reelected, 

Four vice-presidents reelected are: 
Louis Liebson, Edison Bros., St. Louis; 
Lloyd W. Nordstrom, Nordstrom’s, 
Seattle; Keeve B. Pass, Rich's, At- 
lanta; Clovis Saunders, Saunders & 
Co., Woolf Bros., Kansas City. 
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one pair today... 


at least 15 pairs during 
his Boy Scout years v7 






Official All-Purpose 
Brown Oxford. 
Also in Black 


for Cub Scouts 
e Stop and ponder for a moment the 


big shoe-buying potential of one Boy Scout. A boy becomes a Cub Scout at 8 and he'll remain 
in the Scout movement until he's 13 or 14, often 15 or 16. It's certainly safe to assume that during 
those years a boy will be in the market for 15 pairs of shoes or more. He not only will want 
Official Scout shoes, but sneakers, slip-ons, special dress shoes and summer shoes. In all likelihood, 
he'll get these shoes, too, at the store which carries his Official Scout shoes. 
e With the Scout organization growing all the time (some 3,000,000 boys now) you have an assured 
market for these shoes, which are made to the rigid standards of the national Scout headquarters. 
And you'll make even more sales with the recent introduction of a new official black 
shoe for wear with the blue Cub Scout uniform. © Write us today for information 
about how you can add to your prestige and your profits 
with an Official Boy Scout shoe franchise. 
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made by the makers of these famous shoesum 
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BOY SCOUT MOKk4s.Z.c4 
SHOES 

id 





Fortune Shoe Company - Nashville, Tennessee 


DIVISION OF GENERAL SHOE CORPORATION 




















Reiger <a PARTS OE ak 





Over 20,000,000 people are 
NEW YOR KE! being exposed to the advertising LIFE o<s:. 






of the one-and-original 


FRYE 
JET BOOTS 






oe 
a Bd 





tte Fongmen — Mapans toes 


WINTIRA 
MORNI MAN 
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Jet Boot sales are bigger than ever .. . 
3 times as many Frye Jets are being sold now 
as compared to a year ago. Are you 


getting in on this Extra Pairage item? 






For catalog or salesman's call, write to 


JOHN A. FRYE SHOE CO., inc., Mariboro, Massachusetts 


Alio Makers of Famous Frye Western Boots 
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“To sell 
: ' the 
"profitable 
young men’s: 
market 
you need the 
FAST STYEING: 
TOP VALUE | 
and 
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The unique new 
“Snap-Strap” 

(No. G4350) is latest 
evidence of W. L. Douglas’ 
youthful style leadership. 
In blue shag leather 

with three distinctive, 
changeable straps that 


are easily snapped on and 
off to give three 
different atyle effects. 
(“Snap-Strap” also 
available in natural and 
yellow shag and black 
smooth leather.) 


W. L. Douglas Shoe Company 
Nashville, Tennessee 
A aubsidiary of General Shoe Corporation 











Sales swell, when soles don’t 





CONTAINS 


CHEMIGUM® 





Chemigum-—T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 











One way to sell more work or safety shoes is to build more quality 
into them from bottom to top. And one way to do that is to use 
oil-resistant soles made with CHEMIGUM. 


Pictured above are two shoes that were subjected to a prolonged oil 

immersion test, designed to illustrate comparative resistance to 

swelling. The shoe on the left has a sole made with CHEMIGUM. The 

one on the right has a sole made with another oil-resistant rubber. 
The results speak for themselves. 


CHEMIGUM is a nitrile rubber made only by Goodyear. This 
tailor-made rubber not only imparts greater oil- and wear- 
resistance to shoe soles than other specialty rubbers, but its 
lighter weight provides more cushioning and comfort. 


To be sure of swelling sales for your heavy-duty shoes, make 

sure the soles carry the CHEMIGUM imprint. Look for it. Ask for 

it. See your usual supplier for details. Or write to: Goodyear, 
Chemical Division, Akron 16, Ohio. 


GOODSYEAR 


CHEMICAL DIVISION 
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W. Maxey Jarman 


Chairman, General Shoe Corporation 


speaks at PPSSA 
breakfast Nov. 26 
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PPSSA sponsors another great breakfast program featuring a major talk 
by one of the industry's most dynamic figures! 

Also hear the famous PPSSA Fashion Forum answer provocative questions 
on spring and summer fashions ...as ten top buyers and manufacturers 
are put through their paces by the PPSSA fashion staff. This should be 
another sellout, so make your reservation now. 

THE TIME: Monday, November 26, 8:00 to 9:45 a.m. 

THE PLACE: Grand Ballroom, Hotel New Yorker 

TICKETS: $3.00. Write for reservations now. (Please enclose check. ) 
PPSSA, 210 Lincoln Street, Boston 11, Massachusetts. 


POPULAR PRICE SHOE SHOW OF AMERICA * HOTELS NEW YORKER AND SHERATON-MC ALPIN — NOV, 25-29 
Co-Sponsors: The National Association of Shoe Chain Stores * The New England Shoe and Leather Association 
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Boost Boot Sales 
with Justin Gift Certificates 


Use this easy, convenient Justin service to make extra boot sales at Christmastime 
and win post-Holiday customers. Justin Gift Certificates eliminate exchange prob- 
lems. They permit the individuals to choose their own favorite styles and proper sizes. 

Each Justin Certificate is attractively boxed with a leather replica of a Justin boot. 
It can be elegantly gift wrapped for presentation. 


FAMOUS JUSTIN Lancer 


STYLE No. 3400. One of more than fifty “in-stock” 
cowboy and sports boot styles available for Justin 
Gift Certificate Christmas sales with full-profit mark- 
up. Justin boots are America’s most distinctive foot- 
wear styled in premium leathers, traditionally famous 
since 1879 for quality and comfort, $16.95 reran 


WRITE FOR COMPLETE INFORMATION 


JUSTIN BOOT COMPANY 


P. O. BOX 548 FORT WORTH 1, TEXAS 
Where Boot Making Ii lila Bine bd 
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MEMORABILIA 


~ — 























Our veteran correspondent, Fred A. Gannon of Salem, 
Mass., makes it a habit to pass along to us scraps of 
memorabilia that point up the changes that have taken 
place over the years. 


-One of the more applicable ones is a photostatic copy 
of STORE RULES as set forth by Martin Van Buren 


Perley, a military man and veteran of the Civil War. 


Stores have changed since his time, so have store rules 
and shoppers and we thought you might like a look back 
to the halcyon days. 


—*“The following rules are adopted for the government 
of this store and are to be observed by all in my em- 
ploy here: 

Every saleswoman must be in her place ready for busi- 
ness during the hours herein specified. 

Business hours from Oct. Ist to May Ist will begin at 
8 o’clock and from May Ist to Oct. Ist at 7:12 o'clock. 
Each saleswoman will be allowed one hour for each 
dinner and tea, and one evening in a week; but must 
arrange these hours and evenings so that she will be 
present when most needed, and so that there will always 
be a majority present, 

Each saleswoman will be assigned to a particular de- 
partment, the boxes, drawers and goods of which she 
will examine and put in a proper condition every 
morning and every night; and until it is differently 
arranged, she will sell goods in any department of the 
store that circumstances may require. 

Goods must be tagged with the cost price and selling 
price, before they are put into the stock, and then kept 
so till they are sold. There will be no deviation from the 
selling price thus marked, unless a defect is discovered; 
then make a discount if necessary. 

Within and without the store—everywhere—strive to 
promote the interest of your employer. Never report 
prices, amount of business, method of doing business 
to other dealers, 


All werk done in the store must be done for the store.” 


There were several other such “tidbits” included in this 
set of store rules but the above should be sufficient to 
make you stop and reflect. 


co 


SAS of enuune, 


Publisher 


Boor anv SuHoe Recorver 
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JUMPING“ JACKS 


NEWS 
© 








MILLIONS OF MOTHERS AND CHILDREN 
WILL READ ABOUT 


JUMPING “JACKS” 


America’s Finest Fitting Shoes For Children 





and 


for 
YOUNG LADIES 
OF ALL AGES 





IN THEIR FAVORITE MAGAZINES 











| VAISEY-BRISTOL SHOE COMPANY Monet, Mo. (= 





A rf ect pair | 


the pump by aradise... 





the leather... WM eechnan's calf 


#572 TOWN BROWN 


A beautiful example of high fashion's confidence 
in the quality, beauty and colour-perfection of 
America's leading calf... The shoe, with sweater 
collar and 18/8 heel...sponsor, Braver Bros. 
Shoe Co., St. Lovis 8... available also in #3335 
Chevron, # 507 Flight Blue and #500 Black. 


E. HUBSCHMAN & SONS, INC. 
PHILADELPHIA 23 
FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK | 
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eS tnitihciin Newsreel 


by George H. Baker 











Expect Boom to Boom business right through March, 1957, is the official outlook in 
Continue Through Mareh government circles, notwithstanding the Federal Reserve Board’s recent 


actions to discourage business firms and consumers from spending 
recklessly. 

Period of inflationary danger, as the Board sees it, will run from 
October through next March. To counteract what it regarded as overly- 
ambitious expansion plans, the Board increased the cost of money to 
banks so as to make borrowers think twice before signing notes for new 
debt. 

But the latest reports on business activity around the country show 
that not many expansion programs—either those of business or of 
individuals—are being cancelled. Most firms, it appears, are going 
ahead with plans for incurring new debt and are simply adding the 
higher interest rate to their costs with the expectation of passing it 
along to their customers. 

As long as business remains bright, customers are not going to balk 
at the tilted price scales. A slump, however could produce a flock of 


cancellation orders. 


Xmas—the Bright Potential Cash in on the bright potential for extra Christmas sales of slippers and 
specialty footwear. Surveys of current trends in consumer buying 
preferences all point to increased sales of gift shoes and slippers in the 
weeks just ahead. 

J. G. Schnitzer, director of the Leather, Shoes and Allied Products 
Division in the U. S. Department of Commerce, predicts brisk retail 
sales of gift shoes—particularly of slippers for men, women and children. 

It is becoming increasingly fashionable, Mr. Schnitzer notes, to give 
children gifts of shoes at Christmas time. This is particularly true of 


specialty-type shoes like cowboy boots and other “fancy” footwear. 
Retailers, to cash in on this business, will do well to carry adequate 

stocks of shoes and slippers for the Christmas trade, Mr. Schnitzer 

observes. Promote — and advertise —the family appeal of shoes and 


and thereby add nicely to your December 





slippers as Christmas gifts 


profit. 
Population Shifting The population of the U. S. is shifting toward the West and to some 
j Toward West and South extent the South, and away from the heavily built-up areas of the East, 


new figures from the U. S. Census Bureau show. 

The figures show that while only five states lost residents between 
1950 and 1956 (Arkansas, down five per cent; Maine, down four per 
cent; Mississippi, down two and one half per cent; Vermont, down two 
per cent; West Virginia, down one and one tenth per cent), the largest 
increases are in the West. 

The total U. S. population increased almost 11 per cent during the 
| five year period, 

Among the states with the highest percentage of population increase 
are: Nevada, 54.6 per cent; California, 26.9 per cent; Florida, 36 per 
cent; Arizona, 41 per cent; Colorado, 21.7 per cent; Maryland, 20 per 
cent; Texas, 15.7 per cent, Utah, 17.9 per cent, and New Mexico, 19.6 


per cent. 














Se ipEIreneerig Newsreel «¢ ¢ = (continued) 








Dog Tranquilizers vs. Boots Postal authorities are giving some thought to ordering custom-designed 
high-top shoes for mail carriers as protection against dog bites. A 
final decision has not yet been reached, but among the types of footwear 
being considered are the paratrooper-type boots and other ankle-covering 
shoes. 

Mail carriers report to Washington that two of the greatest on-the-job 
hazards are sprained ankles and dog bites. 

Some postal officials say the answer to the dog problem is to have the 
mail carriers pack dog candy and tidbits with them on their rounds. 
As a test, selected postmen in the Philadelphia area now tote dog candy 
around with them, and pass it out to their canine opponents when the 
occasion requires it. Reports have not yet reached Washington as to 
whether or not the government-issued goodies are performing as tran- 
quilizers on the dogs. 


Tight Money May “Tight money” may get even tighter within the next few months. The 

Get Even Tighter credit-regulating Federal Reserve Board isn’t saying so publicly, but 
some of its members are worried because borrowing for expansion hasn’t 
been slowed up as much as the Board thinks necessary. 

Families, as well as businessmen, are shelling out for the higher 
interest rates at their banks, savings and loan companies, and small loan 
companies. There are few reports of cancelled or postponed spending 
plans. As a result, it’s entirely possible that the Reserve Board will 
tighten the money supply another notch by forcing up the interest rates. 


Inflation—Cause and Cure Although the Eisenhower Administration is doing all it can to slow up 
the roaring expansion plans of businessmen and consumers, the govern- 
ment itself continues to spend more money than ever before in peacetime 
—and without any comparable restrictions. 

This free-wheeling spending by bureaucrats at a time when the 
country is solemnly warned that inflation is a serious threat chafes many 
business executives. 

Not one government department or agency has cut back its rate of 
spending from 1955 levels, and almost all are planning to ask the 
Congress next January for more money to spend. 

As a result, some businessmen are asking the Federal Reserve Board 
why it is that businessmen, but not government officials, are expected to 
slow up their rate of spending? 

So far, the Reserve Board hasn’t come up with any answer. It con- 
tinues the squeeze on business growth, but hasn’t lifted a finger to check 
the mushrooming expansion plans set for government projects. 


“A Million More” Labor Secretary James Mitchell says he will make specific recommen- 
Under Minimum Wage dations to Congress next year on exactly which groups of store employes 
he believes should be covered by the federal minimum wage law. 

The Secretary says his proposal will bring a “million more workers 
under the law.” He is expected to go along with union demands that 
stores with five or more units, or grossing $500,000 a year, be brought 


[TURN TO PAGE 71, PLEASE] 
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cuts wrapping 
time to 6 seconds 
and 

costs less than 2¢! | 
(less than string) 






save money here: 














cuts 
delivery costs! 





and here: 


a sealed 

bag or package 
discourages 
shoplifting ! 














and here: 







.. and best of all, there’s no investment 






in equipment. Carry-Pack loans dispensers 
at no charge! A FREE TRIAL will convince 
you. Use this handy coupon NOW! No } 


obligation, of course. 

























CERCA A 
CARRY-PACK COMPANY, LTD. 


SCHILLER PARK, ILLINOIS BS-11 


CARRY-PACK CANADIAN LICENSEE: Top Paper Products Limited, Guelph, Ont. 


HANDLES Gentlemen: Please send me, for FREE 10 day trial: rolls of Carry-Pack 


handles, with dispenser, My color choice for handles is. 

























SEAL a 
PACKAGES! gers a NAME 
TITLE aplaninneati 
SN iiscsscsoresileeciitussittiaidhdeninscaleanionheseiorasiomaniichienisasenntsil 
ADDRESS —__. 
City ZONE STATE 
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she insists on the shoes 


You know yourself how nice it is when a store has just the 
merchandise you saw in your favorite magazine—rather 
than “something like it.’’ To many women right in your 
own neighborhood (you see them shopping at the local 
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she saw in woman’s day 


the A&P magazine 





the NATIONAL magazine 
A&P), that favorite magazine is WOMAN’s DaYy—which they 
look for and buy every month while they’re out shop- 
ping. It pays to let them know you carry the shoes they’re 


looking for. J egg 
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New quality — 


““QUILON” gives shoes qualities 
adds important new 


Versatile new chemical used in processing leather protects shoes 


against water, perspiration and scuffing... even acids 
: iffing 


DUPONT 


© Du Pont supplies “Quilon” only to tanners, does not make leather or shoes. 





GOLO CF DUNMORE ORTHO-VENT SHOE CO MONTGOMERY WARD 





HUTH-JAMES SHOE, INC. MONTGOMERY WARD FIELD AND FLINT CO 
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standard for shoes 


never possible before... 


sales features 


Here are shoes with function as well as fashion. 
For they’re made of fine leathers that have been 
specially processed with Du Pont “Quilon” 
chrome complex. The manufacturers and dis- 
tributors listed below are among those who are 
taking advantage of the new protection and 


appeal of “Quilon”. This new, versatile chemi- 


cal adds qualities customers have always wanted 
in dress and work shoes, sport and children’s 
shoes. Yet, for wearers’ comfort, leather proc- 
essed with “Quilon” breathes! You, too, can 
capitalize on the great potential of “Quilon”. 
Specify leathers processed with “Quilon”. . . 


feature shoes processed with “Quilon”’. 


E.t. DU PONT DE NEMOURS & CO. (INC.), GRASSELLI CHEMICALS DEPARTMENT, WILMINGTON 98, DELAWARE 


QUILON 


Makes good leather perform better 





MONTGOMERY WARD 





ORTHO-VENT SHOE CO, 
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ORTHO-VENT SHOE CO 


MONTGOMERY WARD 


REG. y. 5. PaT. OFF 


BETTER THINGS FOR BETTER LIVING... 


3OLO OF DUNMORE 


MASON SHOE MFG. Co. 


THROUGH CHEMISTRY 














...1t Looks Better Longer 


Duralene is the new leather finish for the tanner and the shoe 


E factory packing room. If it is used by either, it gives a better 
DURALEN finish. If it is used by both, it gives a superlative finish. 


for the It’s more durable. Lustre of the finish holds up from shoe 
packing room factory to wearer. Shoes have added sales appeal in the ‘‘calfy’”’ 
is the newest look that Duralene gives side leather. The full beauty of grain 
member of the and texture stands out. 
family of The wearer gets an additional ‘“‘bonus”’ in Duralene’s water- 


repellency. Rain won’t spot it. 
UNITED FINISHES The price is good news, too, because Duralene adds value 
without increasing cost! Ask for a demonstration to-day! 


> 
Distributed by UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
*Trademark BB Chemical Co. 
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Children’s Shoe oe ——— 


_ address ——— — 


STRAIGHT LAST 


ADAPTABLE FOR WEDGE AND SCAPHOID WORK 






WHEN PRESCRIBED BY DOCTORS. 













WHITE BOOT 


This is the shoe you need in stock all of the 
STYLE 800 


time. There’s no season for corrective work in 
baby shoes. Order the Straight Last Shoe now 
... it’s made for doctor’s specialized work with 
these features: 











Bieta oR eee. . ae ‘ 
C—~D—E—EE..3 06... 3.75 Full grain leather uppers—full leather 
B—C—D—E--EE 6\%t08... 4.35 insoles—sclid leather under-wedge—solid 


DELIVERY FROM STOCK leather counters—flexible ‘‘chrome-leather”’ 


STARTING NOVEMBER 15 soles in all sizes. 





WHITE OXFORD [ii 
STYLE 802 





TERMS 5%—30 days, f.o.b. Reading, Penna. 


SAMPLES IN: 
B—C—D—E—EE 6\%4t08... 4.35 Room 411, Marbridge Bldg., 47 W. 34th St., New York City 


DELIVERY FROM STOCK Room 805, Alexandria Hotel, 5th & Spring Sts., Los Angeles 
STARTING NOVEMBER 15 


weMBe, 


Cenr 


Curtis -Stephens:Embry Co., reaoine, pa. 
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All women will Know that... 





sSiwes: 
Smooth ankle and foot 
hugging FIT 


A proven SAFE, rugged, 
long-wearing tread 


A truly CLEAR plastic 
rainboot 








BY FAR THE GREATEST ADVERTISING ; j 
SCHEDULE EVER! DESIGNED TO | 
HELP YOU SELL AND SELL! 
wr “ >A c 
Tecan cement ne: 


jeamete eas" : oe 
Pat 1 ee ——— 


aS od .@ 4 SALES oat © PP rer 
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and LEFTS and RIGHTS 


SMALL (size 5) LARGE (size 8) 
MEDIUM (size 6) extra LARGE 

(size 9) 
med. LARGE (size 7) 


sizes 4 and 10 also available 






in CLEAR and SMOKE NG om : j 
— = > oy 
All have { r 4 Sebrere 


id bl y 
q — y ” #707 UNIVERSAL FIT Qe Lieete 






AN fastener (best for LOW heels down to flats) ® 
">, ~ 





Se” wens ron Fit Qeeue Dewee 


(best for MEDIUM height heels) ® 






an , 
AAs iy 
LAA 
st Kae 
wet 
sive 


{ #909 FASHION FIT 


pete Doe cw \ 


(best for HIGH heels) 








and all these fine sales helps 
DISPLAY STANDS 


in brass finish, black wrought iron 


or chrome. Smart! Compact! Productive ! RX yy, 














xe! Complete with 3 display boots. > 
eet oer —— PLASTIC FOOT FORMS 
CARDBOARD FOOT FORMS se 









WINDOW BANNERS Saas 
GLOSSY PHOTOS gl SS 
AD MATS eats 4 > 





ENVELOPE STUFFERS — 


Shipping from 3 different points: 
LOS ANGELES, CHICAGO, NEW YORK 


\ ee ee Oe a Ce CHICAGO NEW YORK 
41 E. Third Street 124 47 W t 


! S. Wabash 


id” 
a NEW address 


Ath CH, 
Tn Stree 
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“Triomph 


as featured in the 


NOVEMBER issue of Mc Calls 





Nationally advertised to your customers 
in your trading oreo during 1956 in: 


charm 

Better Homes & Gardens 
Cosmopolitan 

ALLURING i RO, Giamour 

Harper's Bazaar 

Ladies’ Home Journal 
McCall's 

Redbook 

Vogue 

woman's Home Companion 
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FRANK J. HEEP, merchandise 
manager of Marshall Field Com- 
pany, Chicago, Ill, believes that 
complete coverage in colors, styles 
and sizes will be more important 
than ever before in the shoe retail- 


ing days that lie ahead. This ap- 
plies to the small as well as to the 
large retailer and it can be accom- 
plished if retailers will buy lines 
of shoes rather than just shoes. He 
says: 

“This means that retailers must 
watch their size-ups carefully. Spot 
buying of shoes, a few styles from 
a number of resources, seems to 
be a tendency of smaller retailers. 
The retailer who scatters his buy- 
ing in this manner is bound to miss 
depth in his stock. The average 
retailer would be better off to con- 
centrate his buying within one or 
two lines. Then he will be certain 
to have the colors he needs, the 
styles in greatest demand and, most 
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Talk /% Trade 


Retailers 
who depend on a few resources and 


of all, the sizes to sell. 


buy in volume from them will get 
better delivery. They will find it 
easier to watch their stock and 
will find it natural to size up weekly 
on everything. 

“Even the retailer who draws his 
business from the immediate neigh- 
borhood in a family or all around 
shoe store operation cannot afford 
to be out of anything. Customers 


about current 


much 


know too 





styles; know what they want and 
expect to be able to get it within 
reason. That doesn’t mean a re- 
tailer need buy every novelty that 
is shown him, but he should have 
full representation of the best sell- 


ing styles of the season.” 
we * * 
Winuiam STAFFOS of Staffos 
Shoe Store in Pawtucket, R. IL, 
says: 
“Many discussions on the prop- 





er fitting of shoes seem to over- 
look one important factor. To 
give the customer the best fit and 
the shoe best fitted for his or her 
needs, you must know your cus- 


tomer, or at least be able to judge 


his temperament and his needs. 





“To suggest a shoe for a child, 
it is very important to know and 
judge each child. Some are rough, 
others are not. Some can stand 
heavy shoes, others need a light 
shoe. As for a shoe for an adult, 
it helps to know his vocation. If 
the need is for a casual shoe, it 
helps to know his type of social 
life, his hobby and his interest in 
outdoor activities, 

“Even if we were to fit identi- 
cal feet, this personality and state- 
in-life factor would still be an in- 
fluence and would mean that the 
same shoe would not fit both per- 
sons. For the best fit and the best 
shoe for each individual, there- 
fore, the fitter must consider and 
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apply these various yardsticks. 
Shoes are a part of a person’s per- 


sonality.” 
oa * * 


c. R. SNYDER of Snyder Shoe 

Company, Manistee, Mich., says: 
“The shoe retailer who has the 

selection, sizes and widths is going 





to show increases for the rest of 
1956 and the first half of 1957. It 
will take money to do the job 
properly but it will pay dividends. 
Shoe customers seems to be less 
price conscious and willing to pay 
the extra dollar for the right style. 
Therefore, the continued increases 
will come to those merchants who 
have big selections in both men’s 
and women’s shoes. 

“This means heavier inventories, 
more mark-downs. The new sil- 
houettes, the new heels and all the 
different styles and colors make it 
difficult for the customer to make 
up her mind and it becomes most 
essential then for the shoe merchant 
to get that extra mark-up. 

“As for men’s shoes, it is well to 
remember that men’s buying habits 
have been the most noticeable 
change in the retail shoe business. 
Many men are trying out the new 
look and this should help the men’s 
volume. 

“Late Easter will give us a short 
selling spring season in our north- 
ern part of the country and there- 
fore we will need to promote light 


colors early.” 
” - * 


Harry FONTIUS, JR., vice-presi- 
dent of Fontius Shoe Stores, Den- 
ver, Colorado, says: 

“I predict that broadtail will be 
very important this season, becom. 
ing stronger in January. Broad- 
tail, in combination with other 
leathers and with coordinated hand- 
bags should be big sellers. Tex- 
tured leathers are growing in im- 
portance daily. Take the matte 
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leathers, for example. There are so 
many new things in women’s shoes 
today that retailers can emphasize, 
e.g., the feeling of softness and 
lightweight, slimmer toes, shags 
with tweeds in the suit picture, clear 
vinyls and backless shoes, Floren- 
tine silks and high, very slim heels 
beginning at 19/8 up in the high 
fashion dressy picture, dressy shoes 
with trim to match the elegance in 
ready-to-wear. All of these features 
with a lot of new interest point to 
very good retail business ahead. We 
find good interest in heels of 14/8 
to 16/8 heights in fashion shoes 
too, because of the slim lines. 
Women love the highly-polished 
calfskin shoes also. 

“Show them a variety, point out 
the new features and they'll buy the 


shoes.” 
* mn . 


rT 

Qurpoor living and higher 
education, plus the opportunity to 
participate in our national economic 





life on a par with men, have taken 
the American woman out of her 
traditional subordinate class and 
put her solidly down on her own 
two feet . . . to think and to act 
independently and to dress sensibly 
in colorful attire from head to 
feet,” so says Nathan Hack, who 
retired from active participation in 
the Hack Shoe Stores of Detroit 
some ten years ago, but who has 
put his leisure time to very good 
use. He is the inventor of the 
Ripple Soles. Mr. Hack continues: 

“This revolutionary change in 
dress includes better balanced, 
lower heeled footwear that gives the 
American girl her healthful and 
charming look. Today’s trend to- 
ward more colorful, freer propelling 
footwear is happily resulting in an 
improved feminine posture and in 
a gradual eradication of numerous 
common foot ills that at one time 


played havoc with her pedal 


J 


extremities.” 
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CAREER MAN 


in 


Nhoe and Leather Service... 


). G. SCHNITZER, the federal government’s alert and 
discerning authority on shoes and leather, is rounding 
out 35 years of distinguished service to his country. 

Mr. Schnitzer is unquestionably the best informed 
person in Washington—either in or out of the govern- 
ment service—on the day-to-day problems of the shoe 
and leather industries. What’s more, he’s quick to 
solve the practical problems of administering the vari- 
ous government programs affecting footwear, such as 
war-time controls over prices, wages, materials, and 
inventories. 

Mr. Schnitzer—*Julius,” to his hundreds of friends 
—is a superior civil servant who has brought distinc- 
tion to the ranks of career government officials by hard 
work and by avoiding the pitfalls of federal bureauc- 
racy. He is successful because he provides a real and 
useful service to leather and shoe men, and also because 
he has ignored all temptations to use “pull” or influ- 
ence in doing so. 

For nearly 25 years, it has been the fashion among 
Washington bureaucrats to “build empires.” Many a 
career official has zoomed to the top layers of Civil 
Service by demanding—and getting—whole platoons of 
underlings to administer often meaningless government 
programs. Mr. Schnitzer has ignored this “empire 
building” device (“Why waste money?” he asks) and 
today provides an entirely adequate and useful pro- 
gram of advice and aid to the shoe and leather indus- 
tries with a small—but extremely able and loyal— 
group of employees. 

When Mr. Schnitzer became associated in 1923 with 
the U. S. Department of Commerce, there were nine 
Civil Service employes on the leather and shoes pro- 
grams payroll. Although federal employment has 
gained by leaps and bounds in the past 35 years, Mr. 
Schnitzer today operates effectively with only five 
employes, including himself, 

Mr. Schnitzer first went on a government payroll as 
a private in the U. S. Army in 1917. He was shipped 
to France and saw active service during World War I, 
receiving a leg injury during hostilities. He was 
decorated for bravery in action. Returning to Wash- 
ington, D. C., after the war, he enrolled at Georgetown 
University (School of Foreign Service) in Washington, 
from which he was graduated in 1923. He joined the 
U. S. Department of Commerce the same year, and has 
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J. G. SCHNITZER 
Director, Leather, Shoes and Allied 
Products Division, Business and De- 
fense Services Administration, U. S. 

Department of Commerce. 


FOOTWEAR’S FRIEND IN WASHINGTON— 
J. G. Schnitzer, best known as Julius Schnitzer to 
his hundreds of friends in government and in the 
shoe and leather industries, is completing his 35th 
year of government service. Nearly all of this time 
has been spent in preparing useful data about 
leather products for the trade, for other government 
officials, and for the public. In war and in peace, 
his wise counsel on such matters as government 
controls, supplies, prices, and markets have been 
rated “superior” by Washington administrations of 
both major political parties as well as by the foot- 
wear trade. 


remained with that department since. 

Mr. Schnitzer probably has as many friends in the 
shoe and leather industries as he has in government. 
He is a recipient (in 1950) of the annual award of 210 
Associates, and is often called upon to address meetings 
of shoe manufacturers and shoe retailers. His careful 
understanding of the economics of shoe manufacturing 
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Winter 
Vacations: 







N O one will object to the possibility of gaining an added 
selling season. The Southern Resort season can be 
such a business getter in many stores. It offers attrac- 
tive promotion material. The merchandise has a fresh 
look after the winter selling season. Holiday shoes have 
had their first weeks of selling. And now comes this 
new stimulus to business. Women are a little tired of 
cold weather and heavy clothes. They are ready for 
the Sunshine Break, and every year more and more 
people are taking it. 

Asymmetric open back pump, 


sling strap inside, halter outside, 
no buckle. A Simone Shoe. 







Opened-up buckle pump, ex- 
tremely light because of elimi- 
nation of inner sole. An IlIlu- 
sions by Pedi-rama. 


Plain closed linen pump with 
matching satin collar. From 
Palter DeLiso. 








4 





T-Strap, all white except for 
black patent leather trim on 
high-riding front strap. Shoe 
from Newton Elkin. 


Open back mule with attractive 
multicolor ornament. D’ Antonio. 


septa 














A Growing Trend... 


Each Year More People Enjoy the Wonderful Feeling of Exchanging Winter 

for Summer As They Travel South. And Each Year the Southern Resort 

Business in Your Store Should Grow with It. This Coming Season White 
Promises to Be the Number One Color, Closed Pumps Make Style News. 


Figures recently compiled by Holiday Magazine, 
based on a response from 90.1 per cent of their sub- 
scribers, give 15 per cent as taking vacations during 
December, January and February. According to “The 
Travel Market” reporting a nationwide study from 
October, 1953, to September, 1954, for the Research 
Department of The Curtis Publishing Company, Florida 
comes third among the 12 most popular vacation states. 
Figures from the same sources give an estimated ap- 
proximate 10 per cent increase in vacation travel for 
the year 1954 over 1953. This survey was made from 
a selected group of families in the $5,000 and over 
income bracket. According to one travel bureau, people 
are going later to Florida in order to be sure of warm 
weather. February and March are preferred to Janu- 
ary or December. Cruises to the warmer Caribbean are 
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Two shades of beige in closed 
pump. Palizzio. 








Painted design in black and 
white on clear vinyl. Jerro. 


Closed spectator pump with al- 
most equal distribution of black 
and white. Fox Shoe Manufac- 
turing Corporation, 





Style Trends Contirmed 


by ELEANOR M. RUTTY 





Shoe Drawings and 
Decorations by ELLY NORDEN 


































ln The Recorper’s Shoe Fair issue we 
featured eight style trends from eight top 
flight designers. Now, in the shoes in 
manufacturers’ style lines, we are finding 
confirmation of these predictions. High- 
riding vamps, varied strap treatments, the 
adaptation of spectators and moccasins to 
city wear, contrasts in textures and colors 
are leading trends. 

Basic to all the style thinking for 1957 
is the increasing use of tapered toes. The 
coming spring and summer will see this 
Italian look going into medium price 
fashion shoes. Medium heels, too, are in- 
creasingly important on style shoes in all 
price categories; a sign in both cases, that 
this heel has become a basic style necessity. 

Whatever the pattern, material and de- 
tailing, the leading characteristic of all 
these shoes is their simplicity and their 
elegance. Good taste is the prevailing note. 
If some high-riding vamps are a little too 
dramatic, most of them are not. Generally, 
they are made with tongues that are nicely 
finished off at a reasonable height with a 
buckle trim, or they may be one or two- 
eyelet ties. For dress wear, the high 
tongue with metal or jeweled buckle, is 
one of the most elegant shoes in the market. 





LEFT: TOP TO BOTTOM 


Lacings suggesting a tango 

shoe, tapered toe and me 

dium heel, style points in 
“Paris Tye” from Deb. 


A city moccasin tie on ta- 
pered toe and 18/8 heel in 
combination of Flax grained 
and smooth calf. Foot Flairs. 


Contrasting collar and tiny 
fringe style points. Cellini. 


Split T-strap in gray kid 

with black patent leather 

trim, “Sarong” pattern from 
Queen Quality. 





















































for Early Spring. . . 


Tapered Toes, Medium Heels, Color-Texture Contrasts 

and Delicate Detailing Are Typical of the New Shoes. They 

Are Illustrated Here in Pumps, T-Strap, Instep Strap, Moc- 
casin and Spectator Adapted for City Wear. 


Other sophisticated rising vamps are entirely plain, 
often rising to a peak. 

Straps have come back in several different forms. 
Instep and T-straps are in all the lines; not many, to 
be sure, but enough to constitute an important type. 
Instep straps have had style significance for several 
seasons in tailored shoes, often repeating the design 
of a pump. This has been a popular way of varying 
spectators and enabling the “can’t wear a pump” cus- 
tomer to buy this type. As for T-straps, they have 
gone into every type of shoe, from the low heel suit 
sandal to high heel very dressy shoes for evening. 
And then there is the cross-strap, sometimes suggest- 
ing the tango pump of the era of World War I. 

Very important in your group of town daytime 
shoes is the development in recent seasons of a 
“spectator” for city wear. Some of these shoes bear 
little resemblance to the classic spectator except for 
the fact that they are suit types made in contrasting 
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Color contrast in dark suede ahi phen pent x 
with black suede collar and folded tongue and flat heel 


tiny buckle trim, the “Como’ 


Heydays. 
from Johansen. iaccintadanes 


Delicate detailing in soft 
spectator pump, combining 
Flax aniline calfskin with 
Sand suede, “Magnificent 
Tailleur” from Tweedie. 


Introducing early white in 
calf with black patent under. 
lay, black sole edge and 
leather heel, one of “Polka 
Dots” from Marshall, Mea- 
dows & Stewart. 


Low slung instep strap in 
contrasting texturesand 
colors in elegant spectator 
treatment from Valentine. 








Handbag Coordination Is 


Denver Retailers Believe That the Day Is Past When a Customer Will Buy a Pair 
of Shoes and Then Go to Another Store or Department for a Matching Handbag. 


Tuat every shoe man could do a better job in co- 
ordination than he has been doing in the past few 
seasons, that co-ordination of handbags when mer- 
chandised properly and pushed with shoe sales spells 
faster and larger profits for shoe retailers and that shoe 
salesmen must be given an incentive to sell bags with 
additional commissions were the consensus of opinions 
of 10 representative shoe retailers in the Denver area. 
But the total agreement ended when problems of how 
far the matching of shoes and handbags should go, the 
manner of buying and merchandising, pricing and the 
amount of shoe salesmen’s commissions on handbags 
were considered. 

Co-ordination of handbags and shoes is an all-year- 
around responsibility of the shoe retailer. So is the 
convenience of the customer. The day is past when 
a customer will buy a pair of shoes in a shoe shop or 
department store and then go down to the handbag 
department, tear open the end of the shoebag and try 


Above: a handbag matching in motif, shape, material 

and color is shown with every pair of high-fashion winter 

shoes in the elegant display cases of the Daniels & Fisher 
downtown Denver shoe salon. 


to “match” the shoes with a bag. 

“Our stores have a handbag buyer to co-ordinate all 
women’s shoes purchases,” said Harry Fontius, Jr., 
vice-president of Fontius Shoes, operating shops in 
Denver, Cherry Creek and Lakeside. “She goes to the 
market twice a year. We give her our orders of 
women’s shoes with all details of styling and she buys 
bags against these orders. It’s really difficult to match 
some leathers, particularly in smooth leathers. Shoes 


are made over lasts and the leather is pulled out. Bags 


Right: a sunshine yellow lightweight basic bag and shoes, 
with other “perennials in full bloom,” herald the arrival 
of summer in the window of a Fontius Shoe store, Denver. 








(é DENVER Dry (00s C/o. 


WHERE DENVER SHOPS WITH CONFIDENCE 


Dowslows + KEystone 42111 
Cherry Crack « OEster 3.3555 Laheside » Cinesee 3 6614 

















S20 the unveiling of 
our beautiful 


As we see the Fashion News: 


on all Sixteenth Street 
Windows to display the 
Fashions for Fol. 


Blond Satin 


ANDREW GELLER'S new golden rule of 


fashion... slim-lined leather shoes with 
the look of blond sstin .. . antiqued for 
striking enchantment with this season's 
exciting taupes. t AS, QeNNS.., 


’ 






In fact, the whole fashion spect 


Shadow Play... narrow black trim on blond 
leather high heeled pump 24 95 
Ve. vet Bow... blond sling with velvet hatband bow, 
24.95 

Matching Handbag, blond leather with curved 
handle, blond satin lining. 19.95 


Pla Fed ot 
Shoe Salon... second floor, Downtown ... main floor, 
Cherry Crook... mall level, Labeside 





Blond leather handbag with curved handle and velvet 
clasp, to match the cutout motif and velvet bow on the 
blond leather Andrew Geller pumps, is given prominence 
in this ad of the Denver Dry Goods Company Shoe Salon. 


are made with full skins and colors often come out 
differently. Reptiles always match closely, and we've 
found that the best job we do in co-ordination is in 
bags other than leathers. In fabrics, we can get an 
exact match.” 

Fontius Shoes, like many other shoe retailers, buy 
the bags from handbag companies or with a direct 
tie-up with a certain company. There is a rub here, too, 
and this is another reason why many shoe retailers do 
not do more in handbag co-ordination and selling. 
When a direct tie-in is made with a handbag company, 
either the bags come out too high-priced for the shoes 
or the tie-in company is not able to support itself on 
the open market. 

“Shoe management’s attitude is this,” declared Mr. 
Fontius. “We are concerned with the number of people 
we have to do business with in this co-ordination job. 
We have to deal with twice as many bag people as shoe 
people; the life of handbag companies is that short. 
The matter of price is a big concern. If we sell a $12.95 
shoe, the bag should be $8.95 or $10.95 (plus tax). 
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a Year-Around Must... 


by VIVIAN C. ANDERSON 





in New York: In our showrooms, 
209 W. 33rd St. during — 
Price Shoe Show, Nov. 25-29. 
(We'll also have Room 673 at the 
Hotel New Yorker.) 


At Important Shoe Shows 
all over the nation. 
You're invited! 


Mix Smart Styling, Fine Shoemaking, and Perfect Fit with Foam Cushioned Comfort—add 
a generous portion of Value and Saleability—season well with a power-packed national adver- 
tising campaign, cooperative local advertising set-up, dealer helps and a fine In-Stock Service 
Voila! You've got a delectable series of lines like Revelations, Desco Debs, Thrillmates, Darlin’s 
Quo Vadis, Video and TV Slippers and Booties. Let’s GO with Desco! 


DESCO SHOE CORPORATION ~- 209 West 33rd Street - New York 1, N.Y. 


REX SHOE CO. (A subsidiary) 
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by BILL ROSSI, Field Editor 
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Price Is No Longer King 


The Industry Bemoans Its Low Prices and Markups, 
Yet Fears the Only Logical Answer—Higher Prices. 


THE average shoeman would rather fight a 
grizzly bear with his bare hands than raise prices. 
The thought of raising prices puts him into a 
sweat intense enough to be mistaken for malarial 
fever. A picture of doom looms in his mind—lost 
customers, reduced sales, competitors fattened at 
his expense. He’s practically ready to call an ad- 
vance meeting of his creditors. 

The ending of this self-created torture story 
is always the same. He goes through the season 
with the higher prices and finishes with a sigh 
of happy relief. And he exclaims the old saying, 
“Today is the tomorrow I worried about yester- 
day—and nothing happened.” 

Well, here we are facing the old ordeal again. 
Another round of shoe price increases appears in 
the offing. Shoemen’s pores are opened wide for 
the sweating-out process. Manufacturers and re- 
tailers alike voice the old hue and cry about price 
resistance and buyers’ boycotts. But after all the 
sound and fury, the shoemen are found doing 
business at the same old stand—with the higher 
prices. 

Now, there’s an irony about this whole matter 
of shoe price increases. The great majority of 
shoemen—manufacturers and retailers alike— 
bewail the fact that they desperately need more 
margin for profitable operation. Retailers say 
they aren’t getting enough markup, and manu- 
facturers say their profits are dangerously slim. 

And what’s it all add up to? A general agree- 
ment that shoe prices are too low. 

A few months ago the Recorder’s Panel covered 
the topic of prices (June 1 issue). Three-fourths 
of the manufacturers said the industry wasn’t 
pricing realistically at the wholesale level ; 82 per- 
cent said their prices were too low; 72 percent 
said their net profits averaged only 2-3 percent 
when it should be at least 5 percent. The retail- 
ers had similar views: 65 percent said they 
weren’t pricing realistically ; 69 percent said their 
prices were too low; 85 percent said their markup 
was too low; most said their profits were too slim. 
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Thus, the great majority of shoemen need 
and want more money. Call it by whatever fancy 
name you will—markup, profit, margin, etc. It’s 
intended destination is the same: higher prices. 

But it’s at this very point that the sweat be- 
gins to pour. Why? The age-old fear that higher 
prices will cut sales, cost business. Well, let’s 
face it. It just isn’t true. Today’s facts prove it. 
And what’s more, most shoemen no longer believe 
it. 

In that same Recorder Panel study quoted 
above, manufacturers and retailers were asked if 
they thought that justifiably higher shoe prices 
actually reduce consumer shoe buying. Of the 
manufacturers, 90 percent said no; and 67 per- 
cent of the retailers said no. 

But if they feel that higher prices don’s have 
any noticeable effect on consumer shoe buying, 
why the “fear complex” when higher prices go 
into effect? Mostly it’s a hangover from bygone 
days, like your appendix or tonsils. They’re just 
there to plague you, even though they serve no 
practical purpose. 

What shoe business must face is the reality of 
a new day with its new kind of economy—and 
particularly a new kind of consumer psychology. 
It’s common knowledge that consumers have up- 
graded their buying. Today’s consumer is price- 
conscious but not penny-conscious. 

Note the automatic price rise in steel and metal 
products when steel costs rise. Yet, despite 
wholesome price boosts in such products as cars, 
refrigerators, washing machines, etc., consump- 
tion of such products continue to rise. The case 
is similar in a horde of other consumer products. 
A consumer will bridge any price if he wants the 
product enough. 

All right, you say, that’s fine for other prod- 
ucts but it’s different with shoes. That, too, is 
a myth. Let’s take an example. 

Last fall, about 90 percent of all footwear pro- 
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NEOPRENE SOLES 


add extra-long wear and comfort 
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Safety Shoes 


Courtesy: Lehigh Safety Shoe Company, 
Emmaus, Pa. 


Bring on the toughest job — these rugged safety shoes thrive ss 
on hard wear. Durable neoprene soles are combined withsteel toe, Only neoprene offers this balanced 


plastic storm welts and leather uppers treated with “Quilon’’*. . P ° 
All seams are sewn with “Dacron’’t thread to complete a design combination of properties 





that combines comfort with maximum durability. for shoe soles of all types 
Resilient neoprene soles put spring into every step .. . stay 

neat and trim whatever the service. They resist softening from © Resistance to oils, greases 

heat and refuse to chip or crack despite severe abrasion. Oil, © Resistance to flex cracking—even at 

grease—even corrosive chemicals—have little effect on neo- : 

prene, Du Pont’s synthetic rubber. And the lasting flexibility tenting somporatines 

of neoprene soles can be your strongest selling point to those © Resistance to abrasion, chipping 

who put a premium on comfort. © Resistance to acids and other chemicals 





Millions of pairs of neoprene soles have been sold since 
neoprene’s introduction in 1932. Why not take advantage of 


this acceptance in safety shoes? SEND FOR NEW FREE BOOKLET 


© Resistance to heat 














*Du Pont’s trademark for its chrome complex. ies j 
{Du Pont’s trademark for its polyester fiber. ! E. I. du Pont de Nemours & Co. (Inc.) | 
1 Elastomers Division BS-11 
| 
1 Wilmington 98, Delaware | 
| 
DU PON ¥ NEOPRENE | Please send me your new booklet which contains informa- | 
| tion about neoprene soles . . . descriptions of neoprene’s un- | 
The rubber made by Du Pont since 1932 | usual properties and superior qualities. | 
Name Position ; 
0 T | Firm | 
| | 
i Address | 
REE. U. 5. PAT.OFF City State. : 
BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY Se SS ES ES NS ED ED SS SD SN GND SES NS GD GUND GENES GENE GED GES GENES GED GED Gomme come ai 
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to the Indians 


The Podus Brothers of Los Angeles Make 
Such a Good Product That Even the First 
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Co-owner Bill Podus looks on as Mickey Medina 

laces up toe of moccasin. All lacing and bead- 

work on all models is hand-done; most of the 

manufacture of the Indian inspired footwear is 
done in centuries-old manner. 


Tue man who sold a refrigerator to an Eskimo didn’t 
have anything on the Podus brothers. They sell moc- 
casins to Indians. 

The Indians, in turn, sell them to tourists. They also 
buy them to wear themselves. “As busy as an Indian 
squaw is nowadays, what with running her curio shop, 
belonging to the PTA,” says Bill Podus, “and getting 
her husband off to Chamber of Commerce meetings, 
she doesn’t have time to make moccasins for the family. 
They buy ours and like them very much.” 

For the Podus brothers—Bill, Lewis, and Morris— 
are owners of Guild of California, a large manufacturer 
of high-end moccasins. That’s their whole line: moc- 
casins and moccasin-type footwear. But the line is 
really extensive; over 160 styles are currently in pro- 
duction, each in a complete range of sizes and each in 
seven or eight different colors. 

A perusal of them offers an education in Indian folk- 
lore and traditional styling. Everything from Alaskan 
Siwash dog-sled boots to Cherokee raw-hide lace-ons, 
Navaho and Creek, all are decorated with the tradi- 
tional symbols whose origin is lost in antiquity. The 
bulk of Guild’s output is disposed of through regular 
retail shoe channels, but the tourist shops and curio 
stands throughout the Indian country of the great 
Southwest are heavy purchasers. And many of the 
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Americans Can’t Improve on It. 





All moccasins are carefully lasted by the quick- 

heat process. Footwear is slipped on hardwood 

last, hung on conveyor belt which takes it between 

two banks of infra-red lamps. Forming is even, 
thorough, and uniform. 


by NORMAN PHILLIPS 


Pretty Miss Belem Beoone gives the moccasins final 

inspection before packing them into the distinc- 

tively styled boxes. Every pair is inspected for 
both workmanship and attention to detail. 
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TO WALK-OVER 














Learn about ILP at St. Paul Shoe Show — 
Atlanta Shoe Show — Los Angeles Shoe Show. 
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The “I Like Profit’? Franchise Plan 
grabbed top attention at the National 
Shoe Fair. Our hearty thanks to all you 
dealers for your enthusiastic approval of 
the Plan and the merchandise. 


If you weren’t part of the crowds in the 
Walk-Over rooms, be sure to learn the 
many advantages of a Walk-Over I L P 
Franchise before you place any 

Spring orders. 


Are you getting all these Profit-Plus 
advantages? 


Walk-Over Salesmen are on the road 
now, bringing you the complete Spring 
Profit Program. To get direct 
information about a Walk-Over 
Franchise contact Jean Keith, President 
— Bob Fesler, Vice President and Sales 
Manager, Geo. E. Keith Company, 
today. 


* Result of an independent 
national survey made for 
one of our competitors, 
a leading shoe manu- 
facturer. 


/ 
GEO. E. KEITH COMP AN Y Brockton 63, Mass. 42% + mark-up on fashion 


World Renowned WALK-OVERS and Incomparable KEITH HIGHLANDERS trend styles 
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Hams and Monkeyshines 
Nell Shoes for Pearson's 


T his Is Literally a Ham Operation. In Addition to Selling Hams 


and Sausage, the Pearsons Ham It Up to Entertain Their Customers. 





Claude Pearson’s “big fat wife,” who weighs 118 pounds, fits a customer. 
Once the Pearsons have drawn people to the store, they try to see that 
they find what they want—as well as have a good time. 


“Waar general store in your territory has the best 
and most profitable shoe department?” 

Three out of four jobbers’ salesmen named Pearson’s 
City Store in the country. Pearson’s is located on little 
used Highway 268, about ten miles outside Lenoir, 
N. C. Gross sales last year were under $200,000, but 
if they show the same percentage gains the last half of 
the year they did the first five months they will top 
that figure. 

Accounts are not departmentalized, but it is a con- 
servative estimate that shoes account for about ten 
per cent of their sales. This is high for a general store. 

Pearson’s shoe operation is probably unique, even 
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among general stores, in that it is both figuratively and 
literally a ham operation. Figuratively, because the 
show Mr. and Mrs. Claude Pearson put on to draw cus- 
tomers would be labeled ham by any good showman. 
Literally, because their entire merchandising operation 
is built around country cured hams and sausage with 
the “ham and shoulders ground in.” 
Hams serve a triple purpose in the Pearsons’ mer- 
chandising program: 
First, they provide a peg which enables them to stim- 
ulate an unusual volume of word of mouth advertising. 
Second, because Claude Pearson is recognized over 
[TURN TO PAGE 64, PLEASE] 
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Tuts “exposé” will come as a shocker to Ameri- 
can shoemen. The “creations” of most of the big- 
name European shoe designers aren’t their own 
creations at all. In most instances their “orig- 
inals” and new lines are the work of little, un- 
known artisans in Italy. Yet these designs are 
being launched and peddled in Europe and Amer- 
ica as the creations of the big-namers, which 
they’re not. One factual example: A top-name 
European shoe designer is being paid about $30,- 
000 a year to style the lines of a large British 
shoe manufacturer twice yearly. But three little 
backwoods shoe artisans are creating the actual 
shoes for him, which the big-name hands over to 
the British firm as his own. 

This doesn’t mean that these European big- 
names aren’t still topnotch as shoe creators. It 
does mean that there are many shoe artisans— 
all “undiscovered” talent—capable of even more 
creative brilliance than the top names. There are 
literally scores of these artisans buried in little 
shoemaking towns throughout Italy, mostly in 
the North. They work in family shops, three to 
six people, making about 15-20 pairs a day. In 
these little “colonies” are the world’s finest shoe- 
making artisans—and a reservoir of some of the 
best creative shoe talent in the world. The fact 
that many of the big-names are capitalizing on 
this is a real tribute to this hidden talent. 


After several decades of trying, the foot doc- 
tors have finally crashed the Army barrier. The 
Army Medical Dept. is planning to commission 
nine chiropodists in the U. S. Army Reserve. Ap- 
pointments in the grades of second lieutenant to 
colonel have been authorized—though it’s un- 
likely, at least in peacetime, that rank will go 
higher than captain. Commissions will also be 
considered for the regular Army. (Note: The 
Navy presently has five commissioned chiropo- 
dists on active duty, and the Air Force three.) 

For many years the Army Medical Dept. has 
resisted giving commissions to chiropodists. Yet, 
during the war, hundreds of chiropodists ren- 
dered foot-doctoring services, as non-commis- 
sioned men, in military medical clinics. The Navy 
was the first to commission chiropodists, and the 
Air Force followed. Army brass fought it off for 
many years—despite constant pressure and lob- 
bying money spent by the chiropodists. Thus the 
current break-through is significant. (Sidelight: 
During the Civil War, Abe Lincoln appointed his 
personal foot doctor as Chiropodist-General of the 
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U. S. Army. Until now, it was the first and last 
time that a chiropodist ever rated an Army com- 
mission for his profession.) 


Trade in your old shoes for a new pair? Shoe 
retailers have frequently used this as a promo- 
tional stunt. But never, as far as we know, as a 
regular practice. This practice is being used ina 
growing list of commodities. Now comes a Wash- 
ington, D. C. men’s clothing merchant who’s al- 
lowing a regular $10 trade-in for your old suit, 
which he gives to charity. He promotes this es- 
pecially in slack seasons. Result: appreciable 
pick-up in sales. His argument is good: “Instead 
of the customary off-season markdown I use the 
trade-in idea. I get more sales than via the mark- 
down, and at the same time permanently remove 
old clothes from closets. 

Can the trade-in idea work for shoes? It seems 
definitely yes—particularly as a replacement for 
the conventional markdown during off-season 
periods. Net “loss” is the same on a $2 markdown 
or a $2 trade-in (presuming new shoes are sold at 
regular prices). But the net gain? Could come 
from helping to clean old shoes out of closets; 
create new customers for regular season’s busi- 
ness; create more store traffic for accessory and 
extra-pairage sales; and excellent publicity for 
store if old shoes are given to local charities. 


How good an “investment” is the shoe indus- 
try? Standard & Poor’s Corp., leading stock 
analysts, recently completed list of 42 industries 
and the growth of stock prices for each since 
1949. Shoes or shoe industry rates 36th on the 
list. Since 1949, stock prices of shoe firms have 
averaged growth of 38.4 per cent. This compares 
with over-all average of 222 per cent for all 42 
industries. Top five industries averaged stock- 
price gain of 742 per cent; top 10, 589 per cent. 

Does it mean that shoe business is poor invest- 
ment property? Not necessarily. Means only that, 
being a basic industry, growth is small and slow 
but steady. Food and apparel industries in same 
class. Growth hinged largely to population and 
incomes. Other industries (aluminum, paper, 
metals, steel, aircraft, etc.) hinged more to capi- 
tal investment expansions, hence show more 
spectacular growth in economic booms such as in 
recent years. However, profit ratings also a big 
factor in stock investments and stock price shifts. 
Shoe industry (like food and apparel) is low 
profit-maker. 
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This * y Spring Everyone’s Doing 






STEP for teen-age traffic — 
tie in with the fabulous 


1 Hu: =kios. DANCE QUIZ 


rocks the teen-age market 
with ads in 11 national magazines— 


reaching 40,000,000 readers 












rolis up local profits 
with big newspaper advertisements with 






store names in 23 major city newspapers 






® Fabulous Dance-Quiz Contest 





®@ Free Gifts for Customers 





® Free Newspaper Ad Mats 





® Free Display and Promotional Materials 





@ Free Trip to Hollywood For You 













Tied in with famous FRED ASTAIRE Dance Studios 


oe 


Foam Sole Sporn = Campus and Casuals = 


and Littleways Dressy Flats 


Swing Into Spring with HUSKIES ... the line with 24-hour local fill-in service 
..and more pairs in stock than any other brand in the country! 

















Mid-Wedgies 
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STEP pull kids and parents 
to your store with 


Huskie. PUZZLE PUPS 









pulls traffic like no 
promotion you've ever seen! 






® Free Display and Promotional 





® Fascinating free toy for every 






child who visits your store! Materials 
®@ Backed by national advertising in 
®@ Free Newspaper Ad Mats Parents’ Magazine 









Little Gents EF tee at 





. Misses 
Get the spring style and promotional story from your local HUSKIES distributor, or write 


HUSSCO SHOE CO., 47 West 34th St., N.Y.C. 
Factories: Honesdale, Pa., In Canada, Canada West Shoe Co., Winnipeg 
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JENKINS CO. 





Style Trends 
Confirmed 


[CONTINUED FROM PAGE 51] 


leathers and/or colors. Spectator detail- 
ing — perforations, stitching, possibly 
pinking—gives. some a closer resem- 
blance to the “true” spectator. Soft 
constructions, dainty detailing and in- 
teresting color and surface contrasts 
give a fresh look to this street shoe. 
The same may be said of the “city 
moccasins” which also show delicate 
detailing and give the opportunity for 
contrasts. Both these types are part of 
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the strong trend to closed pumps for 
spring. 

And speaking of these contrasts, the 
trend to the lady-like look carries 
through here, too. Black patent 
leather, as top color and leather, is 
being attractively used in both the 
important closed pump and some of 
the opened-up strap types. White, as 
with shoes in beige, gray and blue, is 
an important trim. The light colors, 
especially beige and a pale promotion 
gray, will often be combined with the 
black patent leather. Sometimes these 
will be combined with a deeper tone in 
their own color family. White, also 


contrasted with black, is expected to 
come in early for spring. 

In leather surfaces, patent leather, 
black in particular, is expected to be 
the leading leather for early spring. 
Smooth leathers and suede, in combina- 
tions especially, are also slated to sell 
well. All the grained effects have great 
importance with continued strong ac- 
ceptance of “Broadtail,” especially in 
black early in the season. Some gun- 
metal “Broadtail” seems to meet with 
favor as well. The beautiful colors and 
prints in reptiles will add variety to 
the spring-into-summer season. 





Hams and Monkeyshines 


Sell Shoes for Pearson’s 
[CONTINUED FROM PAGE 60] 
a wide area as an outstanding expert 
in curing country hams, and their es- 
tablished retail price of eighty cents a 
pound is under the price at which city 
supermarkets usually feature them as 
specials, it helps to establish Pearson’s 
reputation for quality and value. 

Third, hams provide an item with a 
sufficiently universal appeal to draw 
people into the store from a radius of 
more than 200 miles. 

The Pearsons estimate that more 
than eighty percent of their regular 
customers from outside their normal 
trading area of about six miles, first 
come to the store to buy hams. Once 
they are in the store, selling them shoes 
or other merchandise becomes a matter 
of personal salesmanship. 

The Pearsons’ salesmanship, like their 
advertising, is informal, often to the 
point of being flippant. 

A well dressed and extremely digni- 
fied stranger was waiting for his ham 
and sausage to be wrapped when 
Claude Pearson slapped him on the 
shoulder and said, “Say, have you 
been upstairs? You know we have all 
sizes of shoes up there; even got some 
big enough to cover your feet.” 

“I have all my shoes ordered for 
me,” was the dignified and slightly in- 
dignant reply. 

“If you can’t talk better sense than 
that, talk to my wife. She’s a Demo- 
crat. But come upstairs and let me 
show you around anyway.” 

The final result was the sale of two 
pair of shoes, along with several other 
items. 

Pearsons’ newspaper advertising is 
even more flippant than their personal 
salesmanship. 

They are consistent users of big 
newspaper space in Lenoir, even though 
they do not advertise on a regular 
schedule. A full page is the usual min- 
imum. 

A good portion of the space is given 
to institutional copy in which they kid 
themselves, their customers, local poli- 
ticians, Congress and the Demoerats at 
various times. It is not unusual for 
readers to clip these advertisements and 
mail them to friends in other localities. 

“Poor little Claude Pearson, the ham 

[TURN TO PAGE 106, PLEASE] 
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Pumps and Casuals 
Sell Well in Chicago 


PUMPS have finally come into their 
own in Chicago stores and departments. 
The trend is felt at all price levels and 
in all types of stores. The narrow 
pointed toe is rapidly being accepted 
in the fashion salons, but still has to 
make its mark from the volume stand- 
point in the middle of the road and 
family type stores. 

Some brown has continued to sell, 
although black has accelerated and is 
definitely the number one color. Ad- 
vance sale of patents has helped to up 
this percentage. Some retailers may 
end up with sizable inventories on 
suedes. Calf began selling earlier than 
ever this year and has continued. 
There’s a feeling that the next buy 
may switch into patent, thus leaving 
a void in the suede picture for this 
year. Although blue has been a lag- 
gard in some areas, it continues at 
about its normal rate here. Red has 
been slow for the most part, although 
it shows a spurt here and there. 

Women’s casuals have held up beyond 
all expectations. They have been an 
extra pair sale in a larger number of 
stores. The wedge and more or less 
basic types have carried over in the 
dark fall colors. In fact, some retailers 
have had trouble keeping certain 
shoes in stock. There is a feeling that 
increased prices in some of the better 
walking type shoes caused a_ switch 
for some customers. 

From the dollar standpoint, busi- 
ness has been spotty in this area. There 
was an unusually early cold snap in 
September, which helped an already 
revitalized business. However, much 
of the time has been unseasonably 
warm and even hot, which kept 
customers out of the stores. However, 
this was most evident in downtown and 
heavily congested areas. Suburban 
stores and those in shopping centers 
found business about normal. 

* * a 


New York Sales 
Reported Sound 


RETAIL shoe business in New York 
has been good. That’s the report from 
merchants in general. Traffic has been 
satisfactory and sales figures have 
added up. Merchants said they couldn’t 
actually pinpoint a specific reason that 
would account for the sales activity; 
rather, they felt that the fall shoes 
are very attractive and customers are 
receptive. Then, too, there has been an 
acceleration in the retail apparel field 
and that is often reflected in a pick up 
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in shoes and accessories to go with 
the new costumes. 

In the women’s shoe category, closed 
pumps have been the outstanding sales 
maker. They fill the need for all occa- 
sions and seem to be the perfect com- 
plement for any costume from dress 
to tailored to casual. Even in evening 
shoes, the closed pump figures promi- 
nently, especially in dyeable satin and 
peau de soie. 

Black suede and smooth or brushed 
calf have been very important and 
consumers have shown a decided in- 


‘terest in textured leathers, such as the 


grains, pebbles and broadtails. Black 
cobra, alone or combined with satin in 
simple pumps or spat types added up 
to a very effective window display. 
There have been good calls for dark 
brown and olive greens. As one retailer 
emphasized: ‘“Loden: more basic than 
black to a wardrobe rich with autumn 

imported plush suede or softly 
grained calfskin.” 

The narrower, tapered toe is being 
promoted strongly in store displays 
and advertising, with copy that em- 
phasizes: “The look of tomorrow, in- 
coming news, terrific now! Really, 
really, really tapered.... Shaped little 
important heel.... Long low lines.... 
A designer’s true forecast of fashion.” 
Incidentally, the lower heel is becoming 
increasingly important and is being 
featured in most of the stores. 

Men’s shoes are selling well at retail. 
In this category the preference seems 
to be for the mid-weight, slimmer line. 

The general feeling is that retail 
shoe business is good in men’s, women’s 
and children’s shoes and will continue 
on that level. 





io Leather uanderful? 
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This display emphasizes the versatility 
and beauty of modern leather. De Liso 
Debs. May Company, Denver. (six cols.) 
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Men’s Shoe Sales 
Rise in St. Louis 


SELLING pace in the St. Louis area 
has remained steady for both women’s 
and children’s footwear over the past 
two weeks, but the tempo of men’s sales 
has speeded up considerably. 

Following a disappointing month of 
September and October opening for 
retailers, men’s shoes began to sell in 
what dealers consider a normal fall 
volume and sales have proceeded stead- 
ily since the middle of October. Black 
is currently most wanted color for men 
and young men, with five-eyelet wing 
tip grained calf running ahead of two 
eyelet patterns. 

In children’s stores and departments 
selling is not in volume, but limited to 
replacements, plus continued buying of 
special Sunday School and party shoes. 
Black nylon velvet is meeting with best 
response for little girls for dress wear. 
Mothers are applauding the long wear- 
ing quality of the material, as well as 
the water-repellent extra bonus. Junior 
high misses are picking up skimmers, 
which have been standard school garb 
for many girls, thanks to warmer and 
dryer than normal St. Louis weather. 
For small boys, tassel mocs of black 
calf are still moving well, due to the 
fact that mothers in many cases put 
off this purchase of the lad’s “best” 
shoe until the family was outfitted in 
basic musts. 

Women’s departments and stores are 
enjoying a comfortable fall dollarwise, 
with the full gamut of elegant and 
ladylike pumps still selling well. Smooth 
black calf appears to have taken the 
lead over suede, and the 23/8 heel 
height has far outdistanced the 17/8. 

One major downtown department 
store promoted taupe pumps in a full 
boulevard window display showing a 
representation from the top name de- 
signers under the caption “With Black, 
Taupe.” Exhibiting the fashion trend 
to fall’s “new arrowed silhouette of 
peaked toe and slimmed heel,” taupe 
was shown alone in smooth calf, and 
in taupe satin suede combined with 
black suede or town brown calf. Both 
taupe satin and faille were seen on 
vamp trim, with one high-riding pump 
using a curved inset of brown elas- 
ticized faille in the topline. 

Casuals for women and careerists 
are continuing to be volume sellers, es- 
pecially in the suburbs. Skimmer-type 
brushed texture flats in all of the camel 
and honey tones are moving well for 
county matrons as everyday, every- 
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where accompaniments for informal 
tweed suits. Low wedges in brushed- 
textured leathers are being picked up 
in sizeable quantity also, with black 
and gray outselling tan tones in wedge 
types. 

Retailers in general feel that despite 
the sad spring here, totals for the year 
should be good. Dollar sales are up for 
most dealers, and although fixed 
charges of doing business have in- 
creased during the course of ’56, re- 
tailers expect to show a measurable 
profit by year’s end. 


om ” * 


Boston Sales Running 
Ahead of Last Fall 


ALTHOUGH an unexpected and un- 
seasonal heat wave, combined with a 
mild form of Los Angeles smog, slowed 
retail trade somewhat in Boston shoe 
outlets for two days during the third 
week of October, total volume for that 
month was confidently expected to be 
well ahead of last year’s figures. Some 
stores reported excellent gains; others 
described volume as “fair,” or “some- 
what better than we had expected.” 

Business would have been even bet- 
ter, some merchants commented, had 
deliveries been received within a rea- 
sonable time after the placing of re- 
orders. There was the feeling that some 
shoe manufacturers, anxious to get 
into production on their spring lines, 
had stopped producing fall shoes too 
soon to suit their retailer customers. 
The latter, therefore, it was com- 
mented, found themselves with un- 
balanced inventories at the peak of the 
selling season and with little prospect 
of restoring the balance. 

Black suede with gunmetal trim was 
reported to be the best seller at the 
Solby Bayes store, 45 Winter Street, 
but lighter colors, it was said, also 
were selling well. Among these were 
Moss Green, Cashmere Tan and Blue 
Haze, the latter about midway between 
navy and pastel blue. These colors sold 
in pump types of smooth calf leather 
with ornamental stitching. Another 
good seller was an elasticized pump 
with single sole and perforated vamp 
with outside heel. This sold in black 
suede, gray suede and red crushed kid. 
The store’s mail order business also 
was reported to have shown a good 
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increase. Total sales of both store and 
mail order were said to be 20 per cent 
ahead of last October. 

This same store reported some kind 
of a record having been established for 
the sale at this time of year of cold 
weather boots to women. These are 
shearling-lined with crepe rubber soles, 
boots which normally are worn only 
curing the very cold months and the 
only explanation which occurred to the 
Management was that women re- 
membered last winter’s scarcity of this 
item and were shopping far ahead of 
the season this year. 

“Excellent business—well ahead of 
last year” was the report at the Bon- 
wit Teller store, 234 Berkeley Street, 
in the Back Bay shopping section. 
Black in suede, smooth and textured 
calf were said to have sold well 
throughout the fall to date, with taupe 
and navy blue about tied for second 
place in the color race. Satin evening 
slippers, also, were said to be selling 
well. Closed types predominated in 
street and dress types, although 
opened-up patterns contributed some- 
what to the volume. 

Textured calf was also reported as 
a good selling material at the R. H. 
Stearns store, 140 Tremont Street. 
Black was still the leading color during 
the third week in October, although 
browns, blues and even reds were being 
called for. Children’s shoe business was 
reported to be “very good.” 

The Coward store at 25 Temple 
Place found encouragement in the good 
increase during this fall on young 
children’s shoes, an increase which had 
not been expected. Good gains, also, 
were made on teenage sizes. Adult 
customers, it was said, were buying 
mostly smooth calf leather pumps and 
straps in black, brown and blue. Al- 
though the men’s shoe business has 
been lagging in many stores, this store 
reported a gain. 


Sales Hold Firm 
In Detroit Area 


THE upsurge of retail shoe sales 
which began in September has con- 
tinued into October—and the past three 
weeks have shown a steady increase, 
encouraging Detroit retailers to antici- 
pate a really good winter selling season. 

Several interesting trends have been 
seen in women’s shoe sales. Broadtail 
calf is gaining in popularity, a closed 
pump with tailored bow most in de- 
mand. Also selling is a tailored pump 
in red broadtail with vamp collar and 
heel in black. And mink with black 
trim is another favored combination. In 
addition, combinations of materials in 
dressy styles are enthusiastically ac- 
cepted by Detroit women— such as 
broadtail with suede, and suede with 
faille in sling pumps. The shoe salon 
in one leading department store reports 
an increased demand for blue—from 
Navy down through the lighter shades. 

In the walking shoe category, a spec- 
tator in polished calf with perfed toe 
and square throat is coming to the 
fore. Selling in the $16.95-$17.95 
bracket, it is available on either a 
stacked leather or conventional covered 
heel. Fyfe’s has promoted, with marked 
success, a backless, spring-o-lator shoe 
in alligator—certainly a new approach 
to the time-honored classic alligator! 

Black, winner of the popularity poll 
with teen-age boys, is more in demand 
in the growing boys’ sizes, and even 
selling readily down in 81/2 to 11 size 
range. This fall, the junior miss is de- 
manding her dress shoe be a pump— 
preferably in black suede—while the 
one- and two-strap slipper is losing 
ground. And, in growing girl’s loafer 
styles the swing is back to the original 
classic design, bought most often in 
black. One retailer reports that fleece- 
lined shoe boots are selling very well 
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16 CHARLES STREET 


Exhibiting the absolute minimum in simplicity, this advertisement heightens the 
tapered toe effect, here shown with a latticed, v-neck treatment and a thin, 


low heel. Styled by Perugia. |. Miller, Baltimore. 
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in the juvenile department for so early 
in the season—possibly because Detroit 
is a “football happy” town! 

An unexpected success in the men’s 
dress shoe line is a 3-eyelet tie, showing 
the Italian influence with a modified 
tapered toe, and selling best in black 
or brown embossed calf. 

All in all, the general trend in the 
Detroit area seems to be toward more 
conservative — but no less elegant — 
styles in all types of footwear, and in 
every price range. For even the newest 
colors, materials, and combinations, are 
liked best in the more restrained ver- 
sions of leading shoe fashions. 

* * *” 


Los Angeles Sales 
Recover from Smog 


RETAILING in the downtown district 
has finally gotten back on its feet again 
after being dealt a severe blow during 
the last half of September. Sales are 
now up to normal, but during that dis- 
mal period it was very, very slow in- 
deed. 

It all traces back to a very cool Au- 
gust. Hot weather came in September, 
accompanied by a severe temperature 
inversion and the worst smog attack 
any locals can remember. Twenty-five 
consecutive days of bad conditions 
marked the month, with the last 14 days 
being almost blackout in condition. A 
new record was set with four days out 
of five being called an “alert,” which 
means smog concentration in the air 
reached a level considered to border on 
the dangerous. 

This growing menace to health and 
good business is somewhat soft-pedalled 
in releases intended to be read by out- 
siders, but it is a severe one and it’s 
becoming worse. It is an important 
factor in retailing in all lines. It does 
no good to advertise that your place 
of business is air-conditioned; when 
people hear a smog alert is due they 


know it will be very unpleasant down- 
town and they just don’t go. There is 
no way to tell how bad the damage is 
to public health, but a glance at the 
books will show you what it does to 
business. 

October has seen a lessening of the 
smog and business popped back up to 
satisfactory levels. Christmas sale 
preparations are under way and most 
retailers are optimistic about getting 
their share of the trade. 

In men’s lines, the big seller has been 
a medium-cut slipon with decorated 
throat. Called by various names, one 
of the popular lines labels it a Roman 
cross-tie. Light weight and easy to 
wear, it is still cut high enough to give 
good foot support. Tassel loafers, also 
medium cut, still take a big share of 
the sales. 

In this area, always noted for in- 
formal dress, such styles in black are 
considered to be equal to any occasion. 
They are even seen on the college 
crowd wearing tuxes to fall formals. 
In brown, they may be worn on any 
semi-formal occasion with dark brown 
suits. 

The ladies’ styles are swinging over 
to party shoes. The party season has 
started and sales of strap pumps, sling 
pumps, decorated heel types are going 
strong. The predicted warm-brown 
shades predominate but in addition, 
the demand for basics is as strong as 
ever. There is no slackening of interest 
in patent, lustre calf, kid and textures. 

And the vinyl goes on and on. 


” * * 


Baltimore Stores 
Plan for Holidays 


INDICATIONS from a_ department 
store survey in Baltimore show that the 
perennial pump, especially in suede, is 
the sales leader in the fall style parade. 

A department store buyer stated: 








new interest... 


Seem ereryahoe in cstamural + bdvant cellertion . proyhans me mutes of 
dongs te coertinate thus 






seamen § Naahaon wd 


A summary of this season's style touches, this illustration shows six facets of 
fall fashions, including tapered toe, fabrics and increased heel interest. Adver- 
tised here are styles by Customcraft. The Fair, Fort Worth. (eight cols.) 
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“Business leveled off to a point where 
we know where we are going. Pumps 
of black and brown suede and leather 
in these colors with the closed look 
from $12.95 to $22.00 made up the bulk 
of volume turnover for October. Open 
shoes for the holiday season are just 
beginning to command interest in black 
suede and black ripple cloth from 
$12.95 to $16.95. Business was just 
about as good as 1955 for the same 
period. 

“In November, we expect to go into 
resort type shoes. We think white, in 
textured leathers, looks very good at 
$16.95 in open styles for southern wear. 

“In the children’s section we found 
saddles in blue and white and black 
and white and loafers the best sellers 
so far, at $5.95 to $8.95. Volume in 
this department was definitely better 
than last year.” 

From the buyer of a shoe department 
in one of Baltimore’s best-known spe- 
cialty shops, catering to haute couture 
fashions, came these comments: 

“For the past month, pumps in black 
suede and black calf have been selling 
very well in the closed look from $14.95 
to $29.95. The low-cut sling in open 
toe and back in black and a little navy 
in suede and calf at $17.95 to $29.95 
have been selline. Italian imports from 
$12.95 to $16.95 in two medium heel 
pumps with pointed toe have been 
popular. One is black and Italian 
taupe. This is a variation on the tra- 
ditional American taupe. Casual flats, 
especially “Loden” green buckskin at 
$10.95 have been selling well. A little 
bit of vinyl, also has been selling from 
$12.95 to $29.95. Fieldstone shade in 
closed look calf pumps at $12.95 have 
also been going well. I’d say 40 per 
cent of our volume turnover has been 
in the medium heel footwear generally. 

“For the holidays, we are planning a 
black and white picture in resort shoes 
from $24.00 to $26.00. They will be 
probably white calf and black patent, 
mostly in open styles and slings. One 
style offers the closed toe and open 
back in black and white. We're getting 
a lot of vinyl for the holidays. Peau 
de soie pumps with satin trim in the 
closed look are also coming in for eve- 
ning and cocktails to sell at $25.95.” 

















THE PURCHASING AGENT 





...and the SHANKS in his shoes 


When footwear designs have been approved, when production 
plans are being made . . . the PA’s big job begins. 

He’s part of a team... he helps to execute the work of the 
stylist... and must satisfy manufacturing requirements. That's 
why each component of the new shoe must be right .. . for the shoe 
.. «for production. And all this at a price that will not boost 
the final cost-per-pair. 

Quite a few factory Purchasing Agents with sharp eyes for 
real value have found that it pays to consult United on their 

shank problems. A well fitted, well made shank is the backbone 
of the shoe, helping to maintain shoe lines and minimizing 
the annoyance of returns. 


VITA-TEMPERED STEEL SHANKS 








UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 


Chicago 


OrDER writing and production schedules will occupy shoe 
manufacturers in the Chicago area for some weeks to come. 
Retailers did a lot of looking, and they did it in record 
numbers at the National Shoe Fair. Although there was 
a good percentage of business written there, salesmen 
will be busy working with their major accounts for the 
next six weeks or so. Many retailers are not in as much of 
a hurry as they were a year ago, due to the three week 
longer pre-Easter season. Also, the tendency to make 
shorter and more frequent buys even on the part of smaller 
retailers, becomes increasingly apparent. 

Certain volume trends have already established them- 
selves. Substantial quantities of patent shoes were ordered 
for November delivery as early as September, Re-orders 
on these—as well as new orders on some of the newer 
silhouettes which made their bow at the Shoe Fair—-are an 
important factor. Patent at this stage gives evidence of 
setting a record for total volume. This is based on pre- 
dictions that the active selling expected in November and 
December will accelerate into tremendous volume as the 
season progresses. Although there has been some contro- 
versy over the relative strength of navy blue, it appears to 
be ordered in about the same quantities as other years. 

Pumps seem to be gradually taking over, with a definite 
effect on very open shoes, The narrow and pointed toes 
are most important with the high fashion and quality 
houses. Although this trend influences the volume field 
also, this group still has a range of less exaggerated pat- 
terns. The latter are being ordered in greater quantity 
than the extremes, as retailers feel their way with the new 
treatment. There is the usual abundance of open backs, 
but most of them have closed toes, Vinyl continues in the 
picture, with orders expected to increase for late season 
selling. Gray is still problematical, although it is being 
bought in substantial quantities, Colors are taking a back 
seat for white in resort shoes, There is a feeling that, 
although white will be the bie factor for summer, colors, 
especially in the citrus family, will gain strength for 
summer, 


St. Louis 


ANNOUNCEMENTS from both Brown Shoe Company and 
International Shoe Company indicate that prices will, for 
the most part, hold unchanged for the °57 spring selling 
season, International's Henry H, Rand has stated that 
“holding prices while many other consumer items are pres- 
ently announcing increases is possible for two reasons.” 

A two year wage agreement with the shoe unions last 
fall makes it possible to closely pre-determine production 
costs, Mr, Rand said, “This coupled with the fact that mate- 
rial costs such as leather, rubber, findings, and the like 
have remained fairly stable are the principal factors in 
maintaining present price levels.” 

Brown Shoe Company, through a spokesman, officially 
went on record for no price increases for four of its 
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branded lines. Although the firm’s other brands were not 
included in the statement, it is generally felt that some 
revision upward may be made in Brown’s women’s lines. 

The board chairman of another major midwest producer, 
in a general forecast of spring business, writes: “Shoe 
prices on the average will be higher in spring 1957 com- 
pared with spring 1956. Wholesale prices will be some- 
what higher and retail markups will necessarily be higher. 
As expenses have increased faster than retail prices, mark- 
ups must of necessity go up to provide the proper margin 
for safe operation of retail shoe business.” 

Producers of specialty shoes and make-up houses in the 
St. Louis area report that the price situation for them is out 
of hand and increases are definitely in order. Although 
amounting to only a few cents a pair, the increases will 
mean the difference between “sinking and swimming.” At 
least one small producer feels that retailers should absorb 
the increase if at all possible. This producer, from his 
direct contacts with retailers, says that the public in general 
is not ready for higher shoe prices, and the dealer would 
do well to absorb the extra until the customer is mentally 
set for upward revision of shoe prices again, 


‘ 


Los Angeles 


MANUFACTURERS in this area are pointing strongly for 
the Spring Shoe Showing, slated to be held at the Alex- 
andria Hotel in Los Angeles on November 11 to 14 It 
would appear that this will be the biggest market week ever 
seen in this area, Some 370 exhibitors are already regis- 
tered, representing some 600 lines. It has become the big 
buying week for most western retailers and the manufac: 
turers seem to be intent on putting their best foot forward 

with their best shoe on it. 

While all of the spring lines are readied, the manufac: 
Many 


companies are pointing directly at the gift business, de- 


turers aren't neglecting their Christmas business, 


signing items and using special packaging that will appeal 
to this type of trade. 

Generally, looking over all lines manufactured locally, 
the picture seems to be one of strong confidence. Produc 
tion is still at full tilt, with the fight for materials and labor 
overshadowing any effort needed at selling, No one will 
admit seeing anything but full production in the future 
Major producers are investing in new equipment and ex 
panding their facilities, Vogue Shoe Company, for instance, 
has consolidated all their units into one address, a new 
super-modern factory in Monterey Park, a section of Los 
Angeles, It contains both factory and warehouse facilities 
and the owners anticipate it will increase their production 
level appreciably, 

Other makers also feel that expansion is the order of the 
day. There seems to be a strong marketing position out 
here, with what amounts to practically full employment for 
all citizens who want to work. Wages are at a level that 
permits a few little extras in life. And, with the population 
rate of growth increasing rather than slackening, there 
seem to be very few factors limiting the future. 

[TURN TO PAGE 73, PLEASE] 
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Hard Work Builds Sixty Year 


Old Rubber 
Manufacturer 


A bicycle tire puncture 
plug was the first prod- 
uct sold by the Tingley 
Rubber Co., which now 
does a multimillion dol- 
lar business and has be- 
come the world’s larg- 
est maker of one-piece 
molded rubber footwear. 





WILLIAM McCOLLUM, Sr. 


HORATIO ALGER isn’t dead. Ask the Tingley Rubber 
Company of Rahway, New Jersey, the world’s largest man- 
ufacturer of one-piece molded rubber footwear. For this 
company, Horatio is still a lusty youth on this, the firm’s 
sixtieth anniversary. 

Here, indeed is a fantastic tale, in the true Horatian 
tradition of “Work and Win,” about a man on a bicycle 
and $500. 

The man’s name was C. O. Tingley and he had a bicycle 
tire puncture plug to sell, back in 1896, made for him 
under contract. Mr. Tingley covered a territory that reached 
well up into New England, west to Buffalo, south from 
there to Pennsylvania, and east to Rahway, home base, A 
very large territory for a salesman even today with super- 
highways, shining turnpikes and telephoned appointments. 

However, Mr. Tingley knew nothing of these. He covered 
the territory on a bicycle. 

And it wasn’t one of your modern bicycles either, For 
one thing, the two-wheeler in those days had no brakes. 
One simply applied the sole of the foot to the wheel, an 
operation requiring the dexterity of a gymnast. Since there 
were no road signa, the bicycle occasionally came a cropper 
on curving downgrades and abrupt walls. 

Even in that heyday of the bicycle, covering such a cir- 
cuit on a two-wheeler attracted much attention and the 
leading bicycle manufacturers vied with each other to keep 
Mr. Tingley supplied with transportation, Mr. Tingley, re- 
maining impartial, changed bicycles every 60 to 90 days, 
One wonders, in this era of automobile heaters and wind- 
shield wipers, what a rainstorm or snowstorm meant to 
C, 0. Tingley, bouncing over the mountains and hills, What 
of sub-zero weather? One can only imagine. 

In 1910, Mr. Tingley took on an associate, his son-in-law, 
William McCollum, Sr., now chairman of the board, Bi- 
cycle tire repair kits had a growing market. Young Mr. 
McCollum envisioned an expanding business in a growing 
country. With $500 as an investment he began manufae- 
turing automobile blowout patches, with two workmen. 
That year, 1914, the firm broke even while it grossed $10,- 
000 the following year. 

The merchandise, under the trade mark COT, continued 
to move well, and tire patches of both types seemed to be 
here to stay, Therefore, when Mr. Tingley decided to retire 
and in consequence sold out his interest, Mr. McCollum 
Sr. incorporated the firm, The year was 1919 and the 
greatest crisis in the firm's history a few years ahead was 
not apparent. Times were good. 
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But another manufacturer had come along and carved 
out his place in the sun by introducing a better patch and 
plug, for considerably less money, making it from reclaimed 
tire rubber. 

The company faced a serious crisis. The year, 1929. 

The Reliance Rubber Company of Keyport, New Jersey, 
manufacturer of rubber plumbing sundries, was not ex- 
actly burning up the circuit and that same year, 1929, was 
put up for sale. Mr. McCollum literally scraped together 
the necessary capital, bought Reliance, shipping the equip- 
ment to Rahway, and renamed the operation, Tingley Reli- 
ance Rubber Company. The company began large scale 
production of molded rubber products. 

By 1931, in spite of the bleakest unhappiest years in 
American history, years in which the American dream and 
Horatio Alger were solemnly pronounced dead, production 
in fender flaps for automobiles was at 2000 a day. 

Back in 1928, the Tingley Company had expected to 
stamp out tire patches until the crack of doom. Instead 
the market disappeared. In 1938, fender flaps seemed good 
for at least two eons and a century but, nonetheless, it was 
time to get a new product, time to diversify. The firm de- 
signed, manufactured and merchandized a men’s seamless 
one-piece unlined rubber, This is still the biggest selling 
men’s item today. 

The previous year, 1937, William McCollum, Jr., grand- 
son of the founder and the present Sales and Advertising 
Manager, joined the firm, followed, in 1950 by the younger 
brother, James, also in sales. 

After World War II, people began to realize that, the 
bleak days of the thirties and the stunning war years not- 
withstanding, Horatio Alger was not dead. The concepts of 
free enterprise and competition were more vigorous than 
ever. The Tingley Company pushed forward with its rain- 
wear line: in 1948 the lady's backstop foothold rubber was 
introduced; in 1950, men’s storm rubbers; in 1954, chil- 
dren’s storm rubbers; in 1955, children’s boots. 

Today, in addition to the above line, the company, under 
the direction of William H. Rand, president, who started 
as a bookkeeper in 1921, is making bicycle handle grips 
and tire flaps, automobile flaps, rubber mallets and many 
other molded items on contract. 





William McCollum, Jr., present sales and advertising man- 
ager, his brother Jim, also in sales, and William H, Rand, 
who started as a bookkeeper and is now president. 


The firm anticipates a considerable increase in the 
volume of the children’s rubber line. The major appeal 
here is that, due to the design of this footwear, a given 
size rubber will fit three different shoe sizes. This means 
that the retailer and the wholesaler will have to stock 
fewer sizes with consequent tremendous saving in space, 
It also minimizes the possibility of exhausting the stock in 
one size, Distribution of the product is through jobbers 
located throughout the country, 
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Washington 


Newsreel 


[CONTINUED FROM PAGE 34] 


under the law. 

There is a possibility that those who 
want to cut down the retail exemption 
to the minimum wage will suggest 
that retail workers be brought in at 
a minimum of slightly less than the 
$1.00 an hour now in effect for other 
industries. 

For the past two years, President 
Eisenhower has asked for broader 
minimum wage coverage, but has not 
spelled out in detail just how far he 
thinks coverage should apply. 

Now-——assuming the Eisenhower Ad- 
ministration is returned to power—the 
White House will make a concrete 
proposal. 

With increasing union activity in 
organizing retail workers, the stepped- 
up union pressure for extension of the 
minimum wage, and the tentative deci- 
sion of some of the largest department 
stores not to fight to preserve the 
retail exemption, a strong drive by the 
President and his Administration next 
year could bring initial minimum wage 
coverage to retail employes, 


+ * * 


Congressional small business experts 
interested in laws protecting small 
firms from discriminatory practices by 
their large competitora are studying 
a recent U. 8. Court of Appeals ruling 
involving special discounts by manu- 
facturers for direct sales to large 
department and chain stores, 

The court recently ruled against a 
Philadelphia retailer’s contention that 
a manufacturer (Lionel Corp.) was 
guilty of illegal price discrimination 
under the Robinson-Patman Act be- 
cause it granted chain and department 
atores lower prices than the small 
retailer could get from his jobber, 
although both were required to sell 
the articles at the same fair trade 
prices, 

The retailer argued that the strict 
price control the manufacturer exer- 
cises through fair trade ia auch that 
every retailer should be regarded as 
a direct purchaser from the manufac- 
turer, and thus any favored cuatomers 
would be receiving illegal price dia- 
counts, 

The Federal Trade Commission, in 
issuing cease and desiat ordera, haa 
followed this reasoning in the paat, 

The court, however, ruled that the 
retailer was not a direct purchaser 
from the manufacturer, but a pur- 
chaser from the jobber, and thua if 
the jobber’s prices remain the same 
to all ite customers, there is no price 
discrimination, A  businesaman = can 
have no complaint under the Robinaon- 
Patman Act unleas he is actually a 
purchaser from the firm, the Court 
ruled in dismissing the retailer's suit 
for damages. 

The retailer complained that the 
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manufacturer sells to jobbers for 40 
per cent plus 20 per cent off list, and 
the jobbers then sell for 40 per cent 
off, but the manufacturer permitted 
department and chain stores 45 per- 
cent off in direct sales. 

Both the Senate and House Small 
Business Committees are studying the 
ruling, and considering offering an 
amendment to the Robinson-Patman 
Act next year to ban this type of dis- 
count, 





They Sell Moccasins 
to the Indians 


[CONTINUED FROM PAGE 57] 


Indians wear them themselves, claiming 
better fit and more comfort than in the 
footwear “like Momma used to make.” 

This somewhat unusual business 
dates back to a trip made to the west 
before the war. When the train stopped 
at a little station in Arizona, Bill 
Podus was intrigued by the footwear 
a squaw was offering for sale. Beau- 
tifully made by hand from fine, soft 
hides and heavily beaded, they were 
nice, all right—but so was the asking 
price of $25.00. 

The Podus boys decided that there 
must be a way to turn these out with 
just as good quality but at a price 
which would encourage a mass market. 
They bought a couple of pairs as sam- 
ples and set to work. 

They soon found it wasn’t as easy 
as it had looked. The cut and pattern- 
ing were easy enough but suitable 
leather just couldn't be bought. The 
Indian tribes hand-tan their own, pro- 
ducing a full-grain shell that is sturdy 
but is as soft as a thin split. It wasn’t 
a matter of leather quality, it was 
some trick of tanning that had to be 
searched out. Even the best leathers, 
soft as they might be had a certain 
boardiness that kept the finished prod- 
uct from feeling the same as_ the 
Indian-made product. 

They experimented with special nee- 
dies for sewing for a while but they 
provided no help, Finally, says Bill 
Podua, they got a group of tanners to- 
gether and they all went to work on 
the problem, In a short time they came 
up with a full-grain hide that atill had 
the softnesa of the native’a product. 
Then the needle problem disappeared 
and they were on their way. 

The Podusa Brothers also discovered 
that hand-work was the only way to 
make them, There just ian’t any ma. 
chinery which will do the lacing, al- 
though soles are atitched on to those 
atylea which have them, But all lacing, 
beading, and decorating are done by 
hand in the factory at 219 S, Central 
Ave., Loa Angeles, Several hundred 
employes sit at their benches, some of 
them making up the beaded inaerta 
into fobs which are later stitched on, 
some of them lacing tongue patches 
into place, all of them imitating the 
centuries-old handcraft of the firat 
Americana, 


Designing of the huge line is done 
mostly by the Podus boys themselves. 
They just haven’t found any designers 
they can hire for the job. Most of the 
models are a product of pure research 
into Indian lore. During the process, 
they have become rather well-qualified 
experts on native footwear. Every 
tribe and every band of every tribe 
had its own distinctive patterns and 
decorations and the horse-riding plains 
Indian’s footwear is as different from 
a mountain-dwelling Piute’s as a ski 
boot is from a track shoe. Bead decora- 
tion motifs are never substituted, 
either. You won't see the phoenix bird 
of the Navaho on a Siwash dog driving 
boot, for example. Certain modifica- 
tions and adaptations have been made 
in some models to adapt them to city 
wear, notably a sewn-on sole, but much 
of the line is authentic enough to pass 
as a museum piece on casual examina- 
tion. 

Models are evenly divided among 
men’s, women’s, and children’s styles. 
They feel additional impetus may be 
given to the youngsters’ end of the 
business by their recent acquisition of 
the “Roy Rogers-Dale Evans” fran- 
chise. A new line of moccasins 80 
labeled is being introduced and they 
feel it has a good chance of proving to 
be another winner, 

As a little side-line, they also make 
leather curios; small change purses in 
the shape of a canoe, with a zipper 
running along the gunwales; another 
change purse in the form of a tiny 
squaw boot. These small items find 
a ready market as souvenirs, 

They are, of course, very careful 
to see that their products are clearly 
labeled “Indian Inapired” and that no 
claim is made that they are produced 
by Indian labor, Both the Indian Bu- 
reau and the Podus brothers’ integrity 
demanda that they be sold for what 
they are—a well and carefully made 
copy of native footwear. 

But if some aquaw in Gallup, New 
Mexico, declares solemnly that the 
moea she offers you were made by her 
Aunt Lightfoot Straightarrow, ask 
her what Carloading outfit she ships in 
by. 


Brown Declares Quarterly 
Dividend of 55 Cents 


St, Lours—The board of directora of 
Brown Shoe Company has declared a 
quarterly dividend of 55 centa per 
share on the common atock payable 
December 1, 1956 to stockholdera of 
record November 15, 1956, 

This quarterly dividend ia at the 
annual rate of $4.40 per share on the 
atock before the two-for-one split 
which became effective September 14, 
1956, It ia to be compared to the $4 
dividend paid per share during the 
company’s 1955 fiscal year, which in- 
cluded an extra dividend. The stock 
paid $3,60 during the 1954 flacal year 
and $8.40 per ahare during the 1953 
fiscal year, 
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Inside Shoe Business 
(CONTINUED FROM PAGE 55) 


ducers raised their prices on spring shoes. Most 
retailers passed these increases onto consumers. 
What happened? Well, 1956 shoe production 
seems certain to match the record high of 1955 
and possibly may surpass it. Retail shoe sales 
likewise. There was no “hurt” in the higher 
prices, 

You can trace this pattern back and see the 
same repeat performance time and again. The 
“hurt” of higher shoe prices is more fear than 
fact, more imagined than real. Though some have 
tried, nobody yet has operated a successful busi- 
ness by selling goods at or below cost. 

There's the story about the young chap who 
came into town, opened a grocery store, deter- 
mined to drive the established grocer out of busi- 
ness Via under-pricing. He cut the price of eggs 
a dime. His oider competitor did likewise. The 
cycle continued until the young chap was practi- 
cally giving his eggs away. Surprisingly, his 
older competitor matched the low egg prices each 
time, Then one day the young chap came into 
the older grocer’s store, said, “I quit. We've both 
been selling eggs at a terrific loss so long.” Re- 
plied the older man with a smile, “Not Il. You 
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see, I’ve been buying my eggs from you.” 

The Socialists and Commies scathingly attack 
profit-making. But the truth is that the first so- 
cial and economic responsibility of every busi- 
nessman is to make a decent profit. Otherwise 
he does an injustice to his nation, his community, 
his employes, and to society as a whole. With- 
out profit there can be no progress. 

This applies to shoe business as well as to all 
others. Price is nothing more than costs plus 
profit. When you've reached the end of cost-cut- 
ting there’s only profit-cutting left. And when 
your reasonable margin of profit starts to get 
cut, you’re unconsciously planning suicide. 

There’s no reason for shoemen today to fear 
justifiable price rises. Prices alone no longer dom- 
inate consumer buying—as shown by so many 
products. Consumers are just as influenced by 
quality, fashion, performance and other values. 
Most of the kings of Europe have been deposed. 
And in shoe business, too, price is no longer king. 





The modern shoe-sizing idea is not based on inches, but 
on barley corns, It is said that in 1324 King Edward II 
of England decided to do something about shoe sizes and 
began experimenting. He placed three barley corns end 
to end and found they measured an inch, and that 39 barley 
corns measured the length of the longest normal foot. So 
the longest size was called 13, three barley corns to the 
inch. 


FOR THE 
SHOW... 


the LEATHER SHOW— 
where “SUPERSOLE’s” 
amazing record of 
sales and satisfaction 
was the talk of the 
Trade! 
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TO 
READY... 


for the growing public 
demand for ALL-LEATHER 


shoes, be sure the lines 


you carry have soles that 
bear the VOTAN trade- 


mark. 
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New York 


THe majority of shoe manufacturers in New York report 
that business is good, Production is steady and the general 




















opinion is that this condition will prevail for the balance 
of thie year and into the next. 

Reorders have been coming in at a good rate and without 
any pressures from salesmen, which would indicate that 
the fall shoes are being well received at the retail level 
and that these make-up shoes are needed for fillkins and 
size ups. Some of the traveling saleamen have been out on 
the road, even prior to the National Shoe Fair and have 
hooked sizable ordera on the new apring shoes—which 
near-capacity production for the next several 
months, Sampling and orders written at the National Shoe 
Fair in Chicago further assure thie optimistic outlook, 

Most of the manufacturers of women’s shoes are putting 
the emphasis on pumpa, 


fesures 


They are making more closed 
Lasta are 
with a 


shoes for the spring season than ever before, 
narrower; the toes are tapered and heela are slim 
good deal of interest in the lower heels, 

The color picture focuses on black in calf or kid 
amooth, crushed or textured, Black patent leather figures 
importantly, especially with white trima, Neutrale—graye 
and bheiges—are being emphasized in many of the lines 
and there are also some flight blues and bright new reds, 
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Manufacturers indicate that they anticipate quite a good 
bit of activity on whites and strong pastels as the season 
moves along into spring and summer, since response to 
these colors for resort and southern wear was most satis- 


factory. 
Producers of casual shoes indicate that their business is 
excellent. Reorders are very fast and they have good 


orders booked. Flats and wedges are important in this 
category, as is color, One manufacturer of casuals indi- 
cated that he has done very good business on greens, melon 
and coral shades. The frosted colors are very good. 


New England 


REPORTS of good retail business in most parts of the 
country, plus reorders on merchandise needed for late fall 
selling and a moderate amount of advance buying for early 
spring have combined to make New England shoe manufac- 
turers more optimistic than they have been for weeks, 

Manufacturers’ salesmen say they find retail inventories 
in good condition and that, while buyers do not plan to 
place the bulk of their spring orders until some time in 
November, even later in some cases, they feel that these 
orders, when placed, will be at least as large as they were 
a year ago. 

Slipper manufacturers are having a good run and some 
of them have been oversold for weeks, Men's high grade 
shoe companies have comfortable backlogs of anywhere 
from two to eight weeks, 

It is in the volume field that conditions remain spotty, 
particularly in the women’s segment of the industry, How- 
ever, even here, sampling has been heavy and some firm 
orders have been placed by chains and large store groups, 
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& 
quite willing and able to pay the going price for the 
important basic styles in their wardrobes. However 
4 edhe We op ; ; : 


it is very obvious that they are turning to lower priced, 





limited wear shoes when they buy their extra pairs. 


. This trend, if it continues, can have serious conse- 
Q quences for the industry. Low priced shoes are 


necessarily low profit margin shoes for both manu- 


° facturers and retailers, Perhaps we will always have 
Th Be them with us but no shoeman can be proud of the fact 
that our long anticipated increase in shoe consumption 


is falling into low end merchandise. 


: In a recent report on earnings in the shoe industry 
WI your ps for the first six months of 1956, The Value Line 
"4 











Investment Survey, published by Arnold Bernhard & 
Company Inc., points directly to the industry’s “con- 
centration of output this year on low price, low margin 
| footwear mostly of the casual type” as being “largely 
i1esponsible for the narrowing of profit margins.” The 


report notes, however, that “price increases, averaging 
four percent on new fall lines will help to correct any 





further narrowing of the profit margin and earnings 


“The. down trend.” 
Belt Low-end shoes are the industry’s step-children. Born 
‘ of America’s changing way of life, unwanted and un- 
Guel-timated | nurtured, like Topsy they have “growed up” to pro- 
| digious size and importance. As with all problem 
ou, You CM Gout, | children, eventually something will have to be done 
about them. If, as we are hearing from all sides, the 
a American consumer is grading up and wants better 
a 10,984 Steps by merchandise, the time was never more opportune for 





translating the features which the consumer finds so 
| appealing in these “off beat” leisure casual types into 

Stoy yin ok better grade shoes. Ways and means must be found 
to make our increasing sales produce more dollar 


a Shonaton Me Alpin volume and better profit margins. 
td Codey nit 


. | Career Man in 
Evouthing | | Shoe and Leather Service 
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and leather processing was much in demand in World War 


II and in the Korean War when government price and 
HERATON i C LPIN materials controls were in effect. 
Unlike other industries that suddenly found themselves 


in a strange and confusing atmosphere in Washington, the 
shoe and leather industries were fortunate in having in 


Hore Mr. Schnitzer a friendly but firm executive who taught 
tet them how to achieve maximum war production with mini- 
Tithe Heart of the Denn One 


mum friction under the federal controls programs then in 
effect. 
* 
Reservations: PE 6-5700 + Teletype: NY 1-2715 
Broadway at 34th Street 












Mr. and Mrs, Schnitzer reside in nearby Arlington, Va. 
Their son James Schnitzer, is married and is now a junior 
executive with a new Sears, Roebuck suburban store in 
Washington. 
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Handbag 
Coordination 
[CONTINUED FROM PAGE 53] 


It’s very difficult, for the bag usually 
comes out about $15.95.” 

Fontius Shoes has handbag sales 
well protected. Their shoe salesmen, 
given the same commission for selling 
bags as shoes (eight per cent is pretty 
general in the Denver area) are alert 
to suggesting matching handbag sales. 
If the salesman fails (and retailers 
everywhere state that more emphasis 
is needed on suggestive selling), the 
girls at the handbag counter watch the 
shoe sales and they then suggest the 
matching handbags as well as hosiery 
of the proper color and weight to go 
with the shoes that have been pur- 
chased. 


“I buy the bags myself when I buy 
the shoes, sometimes on the spot, some- 
times later. The best-selling handbags 
are those that are matched not only 
in material but also in drape, stitching, 
trim—whatever the shoe motif is,” 
declared W. R. Johnson, merchandise 
manager of Denver Dry Goods Com- 
pany, which has stores downtown in 
Cherry Creek and Lakeside. “You have 
to have handbags that match in more 
than color and material. They outsell 
the others two to one.” 


Frank Parker, area manager and 
buyer of shoes at Daniels & Fisher 
Co., Denver and Colorado Springs, 
said that 70 per cent of the shoes 
they sell are sold with co-ordinated 
handbags. “Combination co-ordination, 
color co-ordination and ornament co- 
ordination are the three musts in this 
matching handbag business. Watch for 
the seasonal and transition business. 
Leathers most of the year but lots of 
fabrics in summer and in the transi- 
tion periods. We buy separately; we 
merchandise shoes and handbags sep- 
arately, but we do it co-operatively. 
Combinations are so plentiful in shoes 
these days that we must have match- 
ing handbags.” 


While pricing of handbags is a prob- 
lem in most stores, customers expect 
a variance of a couple of dollars 
either way from the shoe price if they 
are to get a matching bag, several 
retailers said. In one shop, where shoes 
are sold at $8.95, matching bags are 
$5. Where shoes range from $10.95 to 
$29.95, co-ordinated bags are from 
$8.95 to $18.95. Reptiles, of course, in 
all stores run as high up the scale as 
the shoes go. In one high-fashion salon, 
women’s shoes are priced from $16.95 
to over $100 with bags starting at 
$16.95 or $18.95 and running up the 
same scale, 

“Luxurious genuine reptile shoes and 
matching handbags. Each pair care- 
fully matched by the manufacturer of 
selected fine skins. Shoes $19.95. Hand- 
bags $18.95-22.95."” This is a typical 
sign of co-ordinated shoe and bag dis- 
plays found in the shoe salons of the 
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May Company (stores downtown and 
University Hills) where Harry Butler 
is buyer of children’s and women’s 
shoes. It is typical of most indoor 
displays and window displays of 
metropolitan Denver shoe stores and 
department stores. As a store executive 
said, “A window man who’s co-opera- 
tive in this matching business means 
so much.” Another added, “And an 
advertising layout man or woman who 
can give the co-ordinated message in 
eloquent fashion to the consumer is 
most essential.” He pointed to an ad 
of a competitive store—a full page 
showing a side halter ($16.95) of clear 
vinyl with a black suede strap and 
side bow on the vamp. Above it (same 
amount of space in the ad) was a 
small handbag ($14.95 plus tax) of 
vinyl with the same side banding and 
bow of black suede. Still another front 
shop window, Neusteter’s, where Cla- 
rence Levy is merchandiser of shoes 
and co-ordinated bag buyer, empha- 
sized co-ordination of materials and 
detail as well as of color—black satin 
and suede, black textured and smooth 
leather, black suede and smooth 
leather, black velvet and leather. “Not 
only color today, but each combina- 
tion and detail is matched by the 
well-dressed woman,” Mr. Levy empha- 
sized, 

Doug Gish, buyer of women’s shoes 
at Gano-Downs, said that today’s high 
fashioned shoes present a problem in 
exact matching of bags; yet his shadow 
box display windows fronting on Stout 
Street were vibrant with antique 
leather shoes in the $29.95 range— 
antique red, antique gray and antique 
brown with bags matching perfectly 
in color, leather and motif. He sug- 
gested a lower commission for sales- 
men selling bags to match shoes (along 
with several other shoe shop proprie- 
tors), stating that it requires little time 
and that there is certainly no fitting 
problem to sell a handbag after a pair 
of shoes is sold, 

As to bag styles, sizes and shapes, 
the handbag buyer must follow ready- 
to-wear styles and trends, age of cus- 
tomers etc. and the advertising and 
display man must stress bags to match 
every costume, every pair of shoes and 
every mood, For instance, college 
girls in Denver do not buy big bags; 
they prefer matching clutch styles to 
blend with their youthful shoes, many 
buying as many as five or six bags 
at once to go with various costumes 
(and all of this from a shoe store!). 
Professional and club women like the 
big roomy bags of quality but in color 
and material matching the shoes they 
have bought. A keen salesman or sales- 
woman is able to size up the customer 
and know what kind of handbag she 
wants. Women who buy fragile strip- 
ping shoes ask for perfectly matched 
dainty or unusual handbag styles, 
Some shoe stores still adhere to match- 
ing materials and colors only, stating 
that co-ordination of motif necessitates 
too detailed buying and the possibility 


of a loss through markdowns or over- 
stock. Others say they stock only 
matching staple bags, leaving it to the 
high fashion salons, specialty shops and 
department stores to sell the evening 
and exotic handbag lines. 

“Just co-ordinate your shoe and 
handbag colors after you get the in- 
formation from the Leather Guild and 
Shoe Coordinators—order your seasonal 
stock early—and you can’t miss,” 
sagely added another shoe buyer. 





Winter 
Vacations 


[CONTINUED FROM PAGE 49] 


preferred for vacations in the earlier 
period, 

All these facts and figures have a 
bearing on your Resort selling season. 
As you plan your promotions you may 
very well consider this last point. 
Emphasis on a flight or a cruise to one 
of the islands in the Caribbean can 
open your promotion campaign. And 
you will find travel bureaus ready to 
supply you with material if you do not 
want to go in for more elaborate dec- 
orations, 

Setting the mood is, of course, im- 
portant but the merchandise you dis 
play is even more important. Resort 
shoes seem especially salable, For the 
season when very open shoes are usu- 
ally the best sellers, there are more 
closed pumps. Closed vamps and very 
open quarters are also popular. Sling 
backs are out-numbering halters, ac 
cording to some high style manufac- 
turers, A compromise has been reached 
in a few shoes by making a back that 
is half halter and half sling, At the 
other extreme are the backless mules 
which continue to be very popular. 
And, of course, opened-up, sandalized 
silhouettes are included in the Resort 
lines, Medium shaped heels are increas 
ingly liked. 

In colors, number one place is given 
to white; alone or with color. White, 
in smooth leathers, some suedes and 
many textured surfaces, is important 
in all the lines. The light beige tones, 
often combined in an ombre effect with 
the light beige and one deeper tan, are 
very much liked. And a clear light 
gray is slated to be a high style pro- 
motion color. 

Glowing sapphire blue, bright green, 
red and yellow are being called Mexi- 
can colors but a truer and more current 
term would be Poiret or Bakst shock 
colors. In one line we saw the same 
colors combined but they were none of 
them glowing shades; all were what 
might be called off-beat. The tri-color 
combination of red, white and blue is 
being used in interesting new ways. 
Here, too, there are variations on the 
classical red and blue tonalities, a 
rosier red and a slightly more mauve-y 
blue being used, 
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When You Feature the Only 
Brand that Guarantees 


SATISFACTION or MONEY BACK! 


Why not sell Wolverines that don’t come back to 
customers who do? That’s how the sensational 
Wolverine guarantee is working out, the Nation over! 


We staked our confidence on Wolverine comfort and 
wear to make this offer...and what a payoff! Tens of 
thousands more pairs have been sold...less than one 
pair in a thousand comes back! 


That's where you find the pic difference between 
selling Wolverines and any other work shoes. 
Wolverine gives you a wide, wide range of styles, too 
...new Wolverine Longhorns, Skinjuns, hand-sewn 
moccasins and Sportmaster Boots in addition to the 
famous triple-tanned Wolverine PIGSKIN and SHELL- 
HORSEHIDE work shoes. And that’s atill only part of 
the unprecedented Wolverine merchandising story! 


Right now, you may be able to share othT oy 
in these advantages, for new dealer- é 
ships are available in many areas. 14 
Write Today for Full Details % IS 4 

“Memo 


National Shoe Fair, 
Room 676, 


Palmer House WO LVE R | N E 
SHOE & TANNING CORPORATION 


191 Main Street © Rockford, Michigan 
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Letters to the Recorder 


More on Prescription Shoe Fitting 


The stimulating editorial on page 15 of the September 
15th issue merited our applause until we noted the 
needless omission of chiropody. Today the foot practi- 
tioner should be as intimately associated with the shoe 
merchant as the physician with the pharmacist; and 
in many instances this affiliation is recognized. The 
foot-sore public profits by this cooperation. 

Local shoe dealers would profit by a closer asso- 
ciation with the chiropodist, introduce himself, pre- 
sent his new lasts and agree to offer shoes as 
recommended by the chiropodist. While the pediatrician 
has an understanding of shoes for children the average 
physicians rarely profess to understand shoe require- 
ments. 

The chiropodist, however, is completely qualified to 
discuss shoe problems. He is taught shoe therapy at 
his chiropody school; he hears lectures on shoes; he 
reads literature on shoes, and, above all, at local or 
national chiropody conventions he examines shoes 
displayed by progressive shoe manufacturers. 

In a chiropody office not a day passes but at least 
every other patient seeks advice on shoes, whether 
it is for himself or his wife or his children. By his 
educational requirements today’s foot doctor, after 
four years at a chiropody school, is fully qualified to 
talk intelligently on shoes. The shoe distributor who 
is not aware of this fact is missing sales and dis- 
playing his tardy approach to the very topic detailed 
in your editorial. 

P. 8.—Dr. Frank Carleton, West Chester, Pa., a 
member of our profession, is the author of a book 
called “PRACTICAL FOOT ORTHOPEDICS”, and the 
October Connecticut Chiropodiat will publish my article 
on pigeon toeing in which proper shoes are suggested. 

MICHAEL V. SIMKO, D, 8. C, 
Managing Editor 





CONNECTICUT CHIROPODIST 
BRIDGEPORT 3, CONN. 


Still More on Prescription Shoe Fitting 


Re: Editorial Outlook of September 15, 1956: 

The article was excellent and written by someone 
well versed in our type of operation. 

The style merchandise which nourishes the 
volume foot traffic chain store—is our poison, 

We must depend upon repeat trade plus a good 
percentage of referrals—in order to grow. 

Holding customers is not too difficult if proper personal 
attention is shown and exactness in fitting is care- 
fully followed as a matter of policy. 

Our best friend and greatest asset is the manu- 
facturer who concentrates on high grade staples—in 
sizes that make it possible for us to properly fit 
virtually any child's feet. 

Fortunately for us, there are still several of these 
factories in business—I believe they always will be. 

Just as the chains today don’t want our business 

it’s too detailed—the big manufacturers don’t want 
our suppliers—the quality control is too exacting and 
production too low. 

I hope—I am right, 


high 


WALTER MCONALLY 
M. WALTER MCNALLY, 
JUVENILE FOOTWEAR SPECIALIST, 
ALLEN PARK, MICH, 


Kudo From Tokyo 


We beg to inform you that we have been reading 
your Boot AND SHom Recorver since 1951 which we 
obtained from the Maruzen Kabushikikaisha, Ltd., Tokyo. 
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Shoe News 


Canadian Fair Sees Good 1957 Prospects 





Production of 42 Million Pairs Forecast; Exhibits Emphasize 
‘Contained’ Silhouette, Slim Heels, Tapered Toes, and Narrow Last 


MONTREAL— Shoe prospects for 1957 
as revealed by the Shoe and Leather 
Council of Canada, are good, with an 
estimated production of 42 million 
pairs as against an estimated 41 mil- 
lion in 1956, with dollar value at some 
$140 million. Volume of business done 
by the Canadian tanning industry this 
year is estimated at $50 million, that 
of shoe industry suppliers at $25 mil- 
lion and an estimated $200 million for 
the retail trade. 

These figures and forecasts came 
from a meeting in convention of the 
Canadian shoe industry in all its 
branches, during the Canadian Shoe 
and Leather Fair held here October 
7-10 in the Sheraton-Mount Royal 
Hotel. The event was sponsored by the 
Shoe and Leather Council of Canada, 
which represents manufacturers, re- 
tailers, tanners and suppliers. 

Price was an important topic of 
conversation. The general feeling was 
that high costs of production have 
made increases in price necessary in 
order to cover some of the additional 
costs for labor, leather and findings. 
Retailers did not seem to be unduly 
alarmed by the increases. They did 
not anticipate any real price resistance 
on the part of the consumer. 

Fashions, leathers and colors were 
highlighted at special showings by 
shoe manufacturers and tanners dur- 
ing the shoe fair. Three showings each 
day were put on by Enid Nemy for 
Collis Leather and Sylvie Hamilton for 
Aird & Son, Wilmont Shoe Company 
and Narwil Shoe Company of Canada. 

In women’s shoes, the emphasis was 
on the “contained” silhouette and the 
slim look, the tapered toe, the nar- 
rower last, close-to-the-shoe trimmings 
and slim heels. These and many other 
atyle features were shown on the run- 
way and appeared in the lines on dis- 
play. The color picture came into 
focus with black in the number one 
position, in calf or kid, amooth, crushed 
or textured. Black patent leather, with 
touches of white, was expected to be 
extremely important, Neutrals, greige- 
beige colors, the middle tans, were 
next in importance, followed by blue, 
especially good in textured leathers, 
and a new, bright red, 

For the summer, 1957, season, white 
looms more important than ever, par- 
ticularly in textured leathers, Conven- 
tional pastels are not expected to mean 
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as much as the strong pastels such as 
melon, sea coral, turquoise and yellow. 

The majority of the men’s shoe lines 
included the lighter weight, flexible 
types in wing tips, bluchers, three- 
eyelet ties, moccasin types and slip-ons 
and were made in soft grain leathers, 
smooth leathers combined with mesh 
or shantung. There were also many 
brushed, nappy leathers. Color was 
an important note in men’s casuals 
and there was a good deal of interest 
in the chukka, desert, bush or trek 
boot and its many variations. 

Children’s shoes emphasized pumps, 
one-straps and saddle oxfords for girls 
and wing tips, saddle oxfords, bals, 
and slip-ons for boys. 

During the second day’s program, 
about 300 retailers, manufacturers and 
tanners assembled in the Champlain 
Room to attend the breakfast and to 
hear some of the major industry prob- 
lems discussed by a panel of experts: 
a tanner, three manufacturers, four 
retailers and the moderator, Fred H. 
Payne, executive vice-president of the 
Canadian Shoe Retailers Association. 

The United States was present at 
the head table in the person of Steven 
Jay, president of the National Shoe 
Retailers Association and G. B, Allbrit- 
ton, executive secretary of the National 
Shoe Manufacturers Association. 

Every one in attendance received a 
booklet, “Bufferin for Shoe Sufferin,” 
which in addition to listing 25 impor- 
tant questions also contained income, 
population and mark-up data, 

The major portion of the discussion 
revolved around such subjects as 
manufacturers booking more orders 
than their production warranted and 
thus delaying shipments, Retailers felt 
that manufacturers had an obligation 
to meet specified delivery dates and if 
for any reason there would be a delay, 
written notification to that effect 
should be sent to the retailer, David 
Rosenstein of Maxine Footwear Co.,, 
Ltd., spokesman for the manufacturers, 
believed that the simultaneous closing 
down of factories for the vacation 
period was the cause of most delays, 
He indicated that because of these 
holidays, shoe manufacturers had less 
than 35 working days in which to com- 
plete and ship their fall orders, 

Other phases of retailing discussed 
were buying budgets, merchandising, 
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L A Spring Market Week 
Gets Under Way November 11 


Los ANGELES—With almost 400 ex- 
hibitors already registered, the Spring 
Shoe Market Week scheduled for No- 
vember 11-14 at the Alexandria Hotel 
here appears to be shaping up as the | 
biggest display of new lines ever seen 
in the West. It is estimated that some 
600 brands will be represented, aver- 
aging perhaps 200 different styles per 
line. 

Buyers for retail outlets converge 
on this show from every one of the 
11 western states and Canada. Sharp 
promotional efforts on the part of the 
sponsoring West Coast Shoe Travelers 
Association have helped promote it. 

A new feature of the show this 
year will be a merchandising display 
contest, with an award to be made for 
the best decorated sample rooms, The 
association is sponsoring the contest 
to encourage salesmen to offer stronger 
psychological inducements to buy. 

Judges for the contest will be Nor- 
man Phillips, southern California editor 
of Boor & SHOE Recorper, Jack Hyde, 
West Coast editor of Men's Wear 
Magazine, and Bill Ahern of Footwear 
News. They will judge the displays on 
a basis of originality of idea, quality 
of execution, and visual impact and 
interest. 

Individual invitations have been sent 
to manufacturing executives. Mailing 
pieces have been prepared and mailed 
to all retailers throughout the west, 

Frankie Laine, will star at the ban- 
quet and floor show slated to be held 
at Hollywood's famous Moulin Rouge 
on the evening of Wednesday, No- 
vember 14, The huge theater-restau- 
rant has been taken over by the 
WCSTA for the evening; it will be 
excclusively a shoe-people’s party. 

Theme for the Market Week will 
be “This Is May Time,” and a fashion 
luncheon on Tuesday will present a 
spring preview. Luncheon and show 
will be presided over by Jack Rourke, 
television and motion picture person- 
ality. 

The always-successful Peek-a-Boo- 
Room will again be a feature of Spring 
Market Week, in which each exhibitor 
is permitted to display two shoes which 
he considers representative of his line, 
Daily door prizes for visitors to the 
room will be awarded, and, as usual, 
sales representatives will not be per- 
mitted to enter it under any circum. 
stances, Idea is that buyers may roam 
at will, studying linea without being 
buttonholed and without saleamen’s 
comments, 

Show chairman is Harry Glassman 
of Bates Shoe Company, Special chair- 
man for the Moulin Rouge party is 
Dick Goodwin of French-Shriner Com- 
pany. Aiding the show committee is 
Dave Kleinamith, executive secretary- 
treasurer of the West Coast Shoe 
Travelers, 








Six Extra Result from Remodeling 





The remodeled men's shoe department of J. N. Adam & Company got rid of pro- 


trusions and now has room 


Burra.o, N. Y.—J. N. Adam & Com- 
pany, here, has been undergoing a 
broad departmental reorganization pro- 
gram throughout its big store. One of 
the major changes is a much larger 
first floor men’s department. This in- 
cludes all types of men’s apparel. One 
of the most attractive sections is that 
for men’s shoes. 

There has been a men’s department 
on the first floor for many years, and 
a shoe section for the past six, but it 
was all crowded into a relatively small 
floor space and so made the display of 
merchandise difficult. Buyer for men’s 
shoes for the past three years has been 
Chester Keller. 

As a part of the new department, 
therefore, a more attractive shoe sec- 
tion was recently opened. The same 
amount of floor space has been allowed 
as before, but the present arrancement 
cleverly takes full advantage of avail- 
able floor space. 

Shoes were previously displaved on 
peg board and took wn considerable 
space. It was crowded for sale« per- 
sonnel and customers at busy times. 
There was room for only 10 chairs, 
which necessarily jutted far out into 
the room. 

In the remodeled section the walls 
are of knotty pine with a narrow plas- 
tered section of smokey rose above the 
blond walls. Set in each of the three 
walls are deep, open shadow boxes. The 
back of each is a pegboard panel. 

As much merchandise as before is 
still shown, more effectively, and with- 
out intruding on the rest of the room, 
where there is now ample space for 16 
chairs. There is also a table in the 
center of the section which is used as 
a counter. It is also a place for dis- 
plays of findings of various kinds. 

A soft, gray-green carpet covers the 
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for six more fitting chairs 


entire floor. Lighting utilizes a large 
ceiling fixture and new indirect units 
in the shadow boxes. Together this 
gives a soft, but shadow-free light 
throughout the department. 

Three tiered racks at the entrance 
to the department are used for special 
promotion merchandise. 

Other than these display items, all 
stock is kept out of sight in an adjoin- 
ing stock room at the rear of the de- 
partment. On these shelves shoes are 


arranged by color, size, style and price. 


A close inventory is kept of all mer- 
chandise. As this is a leased depart- 
ment from the Wohl Shoe Company of 
St. Louis, merchandise reports are sent 
regularly to this company’s head office, 
where a Unit Control system is main- 
tained. Sales are noted from each re- 
port and merchandise replaced prompt- 
ly accordingly. This amounts t» a per- 
petual inventory for the department. 

The shoe section advertises at least 
once a week in local daily newspapers, 
sometimes in a single ad, more often 
as a part of a larger advertisement for 
men’s apparel. Shoes are coordinated 
with all types of men’s furnishings, in 
departmental displays and in many 
window displays. 

Mr. Keller says that sales have in- 
creased considerably since the section 
has more room and can display its mer- 
chandise so much more apnealingly. 





Chicago Travelers Meeting 


CHIcCAGO—The annual meeting for 
the nomination of officers of the Shoe 
Travelers’ Association of Chicago and 
directors for 1957 will be held Novem- 
ber 24, it is announced. This will be 
a luncheon meeting and will be held 
in the Republic Building. 

Arrangements are also being made 
for the organization’s next shoe show 





Dates to Remember 


Shoe Fair, Northwest Shoe Travelers, 
Hotel Saint Paul, St. Paul, Minn... Nov. 
Spring Shoe Show, Tri-State Shoe Trav- 
elers, Hotel Statler, Buffalo. ....Nov. 
Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. rcs ee 
Shoe Fair, Michigan Shoe Travelers 
Club, Statler and Sheraton Cadillac 
Hotels, Detroit ..... ..... Nev. 
Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver, Colo. ...........Nov. 4-6 
Spring Shoe Fair, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle ........Nov. 
Shoe Show, Southeastern Shoe Travelers, 
Inc., Henry Grady, Dinkler Plaza, 
Peachtree and Piedmont Hotels, 
Atlanta Nov. 
Spring Shoe Show, lowa Shoe Travelers 
Association, Fort Des Moines Hotel, 
Des Moines, Ia. ....Nov. 11-12 
Spring Shoe Show, Indiana Shoe Trav- 
elers Association, Claypool Hotel, 
Indianapolis .... Nov. 11-13 
Spring Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 
Nov. 11-14 
Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, 
Baker, Statler, Hilton and Southland 
Hotels, Dallas, Tex. . .. ....Nov. 11-14 
Shoe Show, West Coast Shoe Travelers 
Associates, Alexandria and Biltmore 
— and Haas Building, Los An- 
co ue ae Maen Cana bee Nov. 11-14 
Pg go Michigan Shoe Travelers 
Club, Pantlind Hotel, Grand Rapids, 
Mich. Nov. 14-16 
Shoe Show, ‘Pennsylvania ‘Shoe Travelers 
Association, Hotel Penn - Sheraton, 
Pittsburg Nov. 18-20 
Heart of yp avs Shoe Show, Central 
States Shoe Travelers, Muehlenbach 
and Phillips Hotels, Kansas City, Mo. 
Nov. 18-20 
Shoe Show, Ohio Shoe Travelers Club, 
Deshler-Hilton Hotel, Columbus 
Nov.18-20 


Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City Nov. 25-29 

Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicaao 

Dec. 2-5 

Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia Jan, 12-16 

Shoe Show, Empire State Footwear As- 
socintion, Hotel Onondaga, Syracuse, 

N. Y. Jan. 20-22 

Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, —— 


4-5 


4-5 


4-6 


4-6 


4-7 


b. 9-13 
Summer Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh Feb. 10-12 


1957 Factory Management Conference, 
sponsored by National Shoe Manufac- 
turers Association, Netherland Hilton, 
Cincinnati . Feb. 16-19 

St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Lennox, 
Statler. Sheraton-Jefferson, Coronado 
and Park Plaza Hotels, St. Louis 

April 27-30 





to be held December 2-9 at the Mor- 
rison Hotel. Traditionally one of the 
biggest shows of the year, special 
features will be a cocktail party and 
buffet dinner. 
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High-Fashion Shoes Make Inroads in Denver 
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The return of the gentlewoman to Denver has made itself felt in Daniels & Fisher's 
footwear salon this winter. Here are five pairs of shees, later ordered by Denver- 
Wes, which were flown in by the store for the International Achievements Fair. 
All are Delman Dior originals in the $150-up price range. Note pencil thin heels, 
high covered look, extreme pointed toes and elegant material and craftsmanship. 


DenveR — When Daniels & Fisher 
pioneered in an International Achieve- 
ment Fair and Fashion Show, put on 
for the benefit of the Denver Symphony 
Orchestra, Joseph Ross, president, 
asked Mr. Parker to arrange shoes fo: 
each gown and costume to be brought 
to Denver by the designers personally 
— Balmain, Dior, Fontana Sisters, 
Trigere, Cassini, Adele Simpson, James 
Galanos and others. After months of 
conferences and planning, Delman Dior 
originals were flown from Paris, an 
Haute Couture collection was made up 
expressly by Bali of Switzerland and 
flown in, as were shoes from Debus 
schere of Belgium. Results? Prestige 
is the biggest result, said Mr. Parker. 

At the same time, he pointed to 11 
special orders received from Denver- 
ites after the show for Delman Dior 
shoes ranging in price from $150 to 
$275 a pair. These Parisian handmade 
shoes included nine pairs of two-eyelet 
boots, four in gold brocade and five in 
pois de sois crepe with white kid cuff 
collars. Two pairs were sold in satin 
pumps with Cleopatra jewel - covered 
heels. Also sold were four pairs of black 
satin pumps with gold knobbed heels 
and 12 pairs ($39.95) of “Turkish De- 
lights,” from the Bali collection—soft 
doeskin suede with soft bend sole that 
curls over the toe, the vamp made all 
in one piece and not sewn at the edges, 
and with slim Jordan heels. One wo- 
man ordered a golden sable shoe with 
black elasticized faille at the vamp. 

“With our big promotion of the ‘fair 
lady,’ ‘the elegant lady,’ the high-fash- 
ion woman soon became evident among 
our customers,” said Mr. Parker. “Den- 
ver, like many other inland cities, here- 
tofore was skeptical of pinpoint heels 
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and tapered toes. Now with these shoes 
in stock, with the most elegant of our 
original shoes shown at the Fashion 
Show attended by thousands of the 
city’s most wealthy and elite, the wo- 
men now come into our salon with 
more nerve to buy this new look in 
shoes, this ultra-fashionable type of 
shoes. These Denver women saw Bal- 
main’s Parisian models wearing Dan- 
iels & Fisher’s shoes, the same of 
James Galanos’ Hollywood models, the 
same with Zoe Fontana of the Fontana 
Sisters and her Italian models. Now 
they want to wear them also. It was a 
lot of work but it has paid off.” 


International Cites Retailers 


St, Louris—Golden anniversary cer- 
tificates in recognition of more than 
50 years of progress were presented to 
13 stores at the 1956 Michigan Shoe 
Show in Detroit, Five of these stores 
so honored were customers of the 
Vitality division of International Shoe 
Company. 

Mr. E. J. Evans, sales representative 
for Vitality in Michigan and Indiana, 
reported the following Michigan own- 
ers as recivients of the awards together 
with the number of years each store 
has been in operation: Gerald LaLonde 
of LaLonde Shoe store, Alpena, 90 
years; Robert Hayes, N. D. Hayes & 
Company, Adrian, 100 years; Howard 
Preston, Preston Shoes, Battle Creek, 
78 vears; Edwin Yaeger, F. J. Yaeger 
& Son, Monroe, 110 years; and E. T. 
Nunneley & Company, Mt. Clemens, 70 
years. 

Mr. M. K. Nunneley has been active 
in E, T. Nunneley & Company for 60 
years. 





Northwest Travelers Holding 
Spring Show November 3-6 


St. PauL, MInn. — The Northwest 
Shoe Travelers Association will hold 
its Spring 1957 Shoe Fair in the St. 
Paul Hotel from Saturday, Novem- 
ber 3 through Tuesday, November 6, 

Principal event in the program will 
be a brainstorming session conducted 
at a breakfast on Tuesday morning, 
November 6, by Jim S. Legg, vice- 
president and general manager of Hey- 
day’s Shoes, Inc. There will be a panel 
of retailers, manufacturers, and sales- 
men, who will discuss “How Can the 
Retail Shoe Merchant Sell More 
Pairs?” 

There will be no speakers at this 
session. All are participating and 
called on in turn. After it is over, the 
notes will be transcribed and an 
analysis made for value. 

The complete program: November 3 
— Registration of all shoe lines by 
representatives beginning at 8 A.M. 
At 5:45 P.M., the traditional roast 
beef supper for salesmen. On Sunday 
at noon, a Smorgasbord luncheon for 
shoe men; Monday, a banquet in the 
hotel’s ballroom, followed by dancing; 
Tuesday, a merchants’ breakfast with 
merchants guests of the shoe travel- 
ers. 

The current officers of the Northwest 
Shoe Travelers are: President, Roy 
C. Miller - Roberts, Johnson & Rand; 
first vice-president, Keith L. MeCar- 
thy, Mercury Shoe Company; second 
vice - president, Kenneth F. Jensen, 
Weinbrenner Shoe Company; secre- 
tary, Paul C. Cook, Northwest Foot- 
wear: treasurer, Henry Thorson, Sea- 
board National Shoe Company; na- 
tional director, David C. Larson, Sr. 
Mid States Shoe Company. 

Directors are Ed Trench, Somera- 
worth Manufacturing Company; Joe 
N. Brisbois, Twin City Sales Com- 
pany; William F. Strub, Sr., Wohl 
Shoe Company; Tom S. Norton, Rich- 
land-Davidson Shoe Company; Claude 
W. Sheldon, Lombard - Watson Com- 
pany, and C. Henry Nylander, Bloom- 
Ease, Inc. 


Beck Unit Opens on Chicago’s 
Exclusive Michigan Avenue 


Cuicaco—A. S. Beck Shoe Corpora- 
tion marked completion of the first 
phase of its current expansion pro- 
gram with the opening of its 150th 
store on Chicago’s most exclusive 
fashion boulevard, Michigan Avenue. 

The new women’s shoe salon at 540 
Michigan Avenue, in the Michigan 
Square Building, carries the full line 
of Beck shoes and accessories in ad- 
dition to introducing Beck’s new Cameo 
Room original shoe fashions, it was 
announced by Saul Schiff, president. 

Under its current growth pattern, 
11 A. S. Beck units will have been 
opened between September 10 and 
November 1. 
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MINNEAPOLIS—Shoe stores and de- 
partments hold a prominent place in 
the $20-million Southdale Shopping 
Center recently opened in the Edina 
area of suburban Minneapolis. 

The two largest stores of the centez, 
branches of Dayton’s and L. S. Donald- 
son Company, have complete depart- 
ments for men’s, women’s and chil- 
dren’s shoes. Others in the center are 
Kinney Shoes, Baker Shoes, Juvenile 
Shoe store, Chandler’s, Flagg Brothers, 
Juster Brothers and Marvin Creck’s. 
The Southdale center is said to be 


Shoe Stores Bulk Heavily in World’s ‘Largest’ Center 


largest shopping center in the world 
under one roof. From the entrances, 
lanes, lined by shops and stores, lead 
to a central garden court. The court, 
also under cover, will be kept at sum- 
mer temperature the year round. It is 
a block long, three-story, lighted by 
louvered skylights and has trees, flow- 
ers, grass, birds and fountains with 
rest benches and a sidewalk cafe. 
It is the first shopping center to 
provide covered climate control of pub- 
lic areas, 

The court is surrounded by two levels 
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of stores and shops. There also are 
downstairs stores of the large depart- 
ment stores and other shops on the 
basement level. 

The upper and lower levels of the 
center are connected by cantilevered 
stairways and escalators connecting to 
a bridge at the center of the garden 
court. 

The two-level merchandising area is 
combined with two-level parking. The 
center is accessible from any direction. 
A belt-road, with 22 entrances and 
exits, circles it. A system of roads 
permits shoppers to drive from one 
parking lot to another without having 
to enter a public street. 

Stores of the center are individual- 
ized with their own color schemes and 
decorative themes. All have an open 
look for they face either the garden 
court or one of the shopping lanes. 

The Chandler Shoe store has two 
exterior walls made almost entirely of 
glass. Native stone is used op sections 
of the interior walls, Columns and ceil- 
ing are of deep pink. The exterior of 
Flagg Brothers Shoe Store is also 
almost entirely of glass. It has a black 
terrazzo flooring leading into the store. 


The back wall is paneled in glossy 
black finished random-width oak 
boards. 


Schiff Schedules Thirteenth 
Columbus Outlet for 1957 


CoLumsus, O. — The Schiff Shoe 
Company of Columbus, a subsidiary of 
the Shoe Corporation of America, has 
signed a long-term lease for a new 
store in the Great Southern Shoppers 
City. It will be the thirteenth Columbus 
store in the retail chain, 

Herbert H. Schiff, vice-president of 
merchandising for Shoe Corporation, 
said the new unit will be placed in 
operation in the spring of 1957. It 
contains 4,500 square feet floor space, 
about the size of the last three or four 
Schiff stores opened here. 

“We will follow about the same dis- 
play technique as in other Schiff Outlet 
stores,” Mr. Schiff said. However new 
purse bars and improved shoe display 
racks will be used for more effective 
distribution of the popular-priced stock. 

The store will carry branded lines 
as well as Shoe Corporation's own name 
lines of Bluebird, for children; Cor- 
rective Step, Dream Step and Frisky, 
for women; and Madison Square, for 
men, 

Currently under construction as a 
part of the 90-store, $5 million Great 
Southern Shoppers City in the South 
Side of Columbus, Schiff’s new 30 by 
150 feet outlet will be air-conditioned, 
have modern fixtures and a convenient 
traffic flow pattern past attractive 
racks and counters carrying full stocks 
of shoes and accessories, 
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Matching Shoe-Handbag 
Merchandising Builds Volume 


GRAND JUNCTION, CoLO.—Selling five 
better-priced handbags with every pair 
of shoes above the $18.95 level is the 
record achieved for the past five years 
by Pantuso’s shoe store here. 

Bill Pantuso, store owner, pooh-poohs 
the notion that handbag and shoe com- 
binations sells successfully only in 
large cities, and has steadily upped 
the ratio between handbag and shoe 
sales so successfully that he invariably 
has a complete sellout on each handbag 
order before the shoe stock is ex- 
hausted. 

“We build the program on the basis 
of distinctive make-ups.” Mr. Pantuso 
said, “in each case, we design our own 
shoes, select the color combination, and 
specify handbags in the same color com- 
bination and in the same materials at 
the ratio of anywhere from 33% per 
cent of the order to 75 per cent. In 
this way, when we order 18 pairs of 
shoes, for example, our minimum order 
is six matching handbags, or in some 
cases, 12 bags. This is usually in the 
$21.95 and higher bracket, handbags 
usually priced at $16.95 to $26.95. In 
most instances, we have found it neces- 
sary to reorder on the handbags before 
the season is out.” 

Far and away, the No, 1 asset in 
handbag-shoe merchandising is the 
“complete exclusiveness” which Pan- 
tuso’s has to offer in bags of its own 
design, according to Mr. Pantuso. 
Operating on an extremely high fashion 
plane, the Grand Junction store puts 
every emphasis on the fact that its 
shoe styles will not be easily found 
elsewhere, and with a quarter of a 
century of specialization along these 
lines, the suggestion is usually well 
taken. 


“When we point out that both the 
handbag and shoe were made up to 
our specifications and that we ordered 
only 18 pairs of shoes, only nine hand- 
bags, ete,, to sell the entire Rocky 
Mountain area, we invest the combina- 
tion with an appeal which will be dif- 
ficult to develop otherwise. We have 
even had a lot of “blanket orders,” 
whereby some of our wealthier cus- 
tomers have simply asked that we send 
our choice of matching handbag and 
shoes from the next make-up order 
when it arrives,” 

Thus all make-up order shoes shown 
in the Pantuso window are always ac- 
companied by a handbag, until the 
atock is sold-down to the point that it 
is necessary to remove them, Mr, Pan- 
tuso encourages every salesperson to 
mention the fact that a matching 
handbag is available, as soon as any 
new shoe style ia shown to the cus- 
tomer and to make certain that the 
handbag is actually brought to the 
customer to examine while the shoe is 
being fitted, 
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Edison Brothers Stores Opens Three New Units 


St. Louts—Edison Brothers Stores, 
Inc., has recently opened three new 
stores, bringing to 11 the total number 
of new stores the firm has opened since 
August. A total of 27 new stores be- 
fore the year’s end is planned. 

A Baker’s and a Chandler’s have 
been opened in Houston’s newest shop- 
ping center, Gulfgate. Both stores are 
contemporary in decor and feature 
curved wall contours. Appointed man- 
ager’ of the new Baker’s was Milan 
Supak, with Rudy Cardenas as assis- 
tant manager. Marvin Terrell was 


named manager of the Chandler's store, 
with Bill Dunham his assistant. Re- 
gional manager for both of the Gulf- 
gate stores is Clayton Warr. 

A Baker’s has recently been opened 
in Falls Church, Va., located in the 
Seven Corners Shopping Center where 
Garfinckel’s is the major department 
store. This is the firm’s first store in 
that city, which is in Fairfax County 
and part of greater Washington, D. C. 
Sam Gerber was appointed manager of 
the Baker’s, with Bob Garfield as 
assistant manager. 
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SHOE TREES 


The only shoe tree of its type in 
the low-price field . . . Fitall's rev- 
olutionary design makes it the 
fastest-selling : 3a tree on the 
market! Adjusts automatically for 
snug fit, inserts and removes easily, 
quickly. Fitall shoe trees means 
more sales... more profits... 
more happy customers for you! 


CALIFORNIA 
Los AngelesCoast Leather and Shoe Find. 
ings Company. 

ILLINOIS 
ChicagomA, J, Bergren Co.) Servier Shoe 
Findings Co, 

MICHIGAN 
DetrottSamuel Patrise Co.) 8. Kannere & 
Co, Grand Rapide The Hos Leather Co, 

MARYLAND 
Raltimeore-P, H, Volk & Co, 











(S. PERCE COMPAN 


Want EXIRA $65 


CHRISTMAS PROFITS... 


Pierce shoe trees 
gifts, promotional selling. An “easy to sell," na- 
tural related shoe sales item. Available immedi- 
ately in specially designed Christmas package. 


PIERCE’S SHOE TREES FOR 
Ai THE FAMILY... 


are ideal for Christmas 


MEN'S ieneaiite 
SHOE TREES 






The Formall's rich mahogany finish 
catches your customer's eye.—lIts 
easy - adjusting usefulness sells 
them! Top-quality, full length shoe 
tree, Pierce-desiqned for perfect 
fit, Holds shoe in shape from toe 
to heel, 


Available in all sizes 


Fitall Shoe Tree Distributors 


MINNESOTA 
Minneapolie=@, F. Albrecht Company, 
MISSOURI 
Kaneas City<Sterling Shoe Supply Company, 
NEW YORK 
Hinghamton———, A, Sweet Company, Ine, 
Heooklyn—=Lester Greenwald, 1846 East Lath 
Street, 
New York City<-Lyone & Co., Reade Shoe 
Findings Co, 

RochesterJ, J, Kalb & Sone, 
PENNSYLVANIA 
Philadelphia=Volk Shee Stores Supplies Co, 
SOUTH CAROLINA 

Charleston—Herendt Bros, Ineorpecated, 


TEXAS 
DallasHinekley Leather Company, 


BROCKTON 
MASSACH I I 








St. Louis Federal Reserve 
Reports Shoe Sales Gains 


Sr. Louis—Figures recently released 
by the Eighth District Federal Reserve 
Bank show department store sales 
gains in men’s women’s and children’s 
footwear for the first eight months of 
1956. Overall district gains show sales 
of children’s shoes to be up nine per 
cent, men’s up nine per cent, and 
women’s up seven per cent, as com- 
pared with the corresponding period 
of 1955. 

Breaking these gains down according 
to major cities in the Eighth Federal 
District: St. Louis: men’s and boys’ 


shoes and slippers up 13 per cent, chil- 
dren’s sales up 14 per cent, women’s 
sales up eight per cent; Louisville, Ky.: 
men’s and boys’ shoes and slippers 
not reported, children’s sales down five 
per cent, women’s sales up five per 
cent; Memphis, Tenn.: men’s and boys’ 
shoes and slippers up four per cent, 
children’s sales up six per cent, women’s 
sales up five per cent; Little Rock, Ark.: 
men’s and boys’ shoes and slippers up 
three per cent, children’s shoes and wo- 
men’s shoes not reported. 

These eight-month figures included 
gains for the month of August alone. 
For August, district sales of footwear 
were up three per cent for men’s and 
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boys’ shoes and slippers, up 10 per cent 
for children’s shoes, and up 11 per cent 
for women’s shoes. 

Stocks of footwear on hand in de- 
partment stores were reported as 
higher than for the corresponding 
period of 1955. Stocks of children’s 
shoes were shown as one per cent 
higher the 1955 figure, women’s shoes 
were five per cent higher, and men’s 
and boys’ shoes and slippers were 
listed as 12 per cent higher. 





Ancient Autos Used 
To Promote Shoe Sales 


DENVER — Howard’s Shoes, family 
shoe store in the University Hills 
shopping center here, enjoyed all-time 
record traffic recently, when the store 
celebrated its fifth anniversary. 

Because there was a display of some 
20 “horseless carriage” antique auto- 
mobiles, on the Mall in front of the 
store on that day, Mills Jernigan, store 
owners, decked out all of his store’s 
employes in turn-of-century costumes. 

Men and women alike turned out in 
authentic costumes of the 1900-1905 
period, and the store windows were 
given added eye appeal with a display 
of footwear of the period including 
eye-button shoes, men’s eyelet and 
hook dress shoes, boots, and the like. 

The costumes were so effective that 
the Denver Post ran a photo of Mr. 
Jernigan helping an interested visitor 
climb down from the tonneau of a 
1902 Cadillac, which was one of the 
ancient automobiles displayed by the 
Horseless Carriage Club of Colorado. 





Shoe Fashion Forecasts 
Brochure Distributed at Fair 





This Fashion Forecast brochure, pre- 
pared by the Shoe Fashion Board of the 
St. Louis Shoe Manufacturers Associa- 
tion, was distributed at the National 
Shoe Fair in Chicago. The 24-page book- 
let gives fashion forecasts for men, wo- 
men and children for spring and sum- 
mer of 1957. Iliustrated are many of 
the fashion trends in detailing, patterns 
and lasts, as well as color and material 
forecasts. Additional copies of the bro- 
chure may be had by writing the S$. 
Louls Shoe Manufacturers Association, 
504 Shell Building, St. Louis 3, Mo. 
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Payne Luncheon Speaker 
At Pacific Travellers’ Show 


VANCOUVER, B. C.—Leslie G. Payne, 
director and general manager of Lil- 
ley and Skinner (Canadian) Limited, 
will be guest speaker at the opening 
luncheon of the Pacific Travellers’ 
Shoe Show here November 18-21. 

Mr. Payne has been with the Lil- 
ley and Skinner organization for the 
past quarter-century and came _ to 





LESLIE G. PAYNE 


Canada in 1952 to establish the firm’s 
first store on Granville Street in Van- 
couver. Lilley and Skinner now operate 
four stores in western Canada: Van- 
couver, Calgary, Lethbridge and Ed- 
monton, 

Mr. Payne will point up the main 
differences between merchandising 
methods in his own country and those 
needed for operation in Canada, 

Due to the great demand for sample 
rooms, the Pacific Travellers’ Shoe 
Show has expanded into a second hotel. 
The show will be held in both the 
Hotels Vancouver and Devonshire to 
adequately accommodate the wide 
variety of footwear that will be shown. 





Canadian Shoe and Leather 


Fair Forecasts Good 1957 


[CONTINUED FROM PAGE 77] 


sales personnel—their techniques of 
selling, quotas, etc, 

Association presidents elected for 
1957 are Melville H. Johnson, president 
of Mel Johnson Footwear Ltd. of 
Toronto as chairman of the Shoe and 
Leather Council; Harry D. Greb, 
president of Greb Shoe Co, Ltd., Kit- 
chener, Ont. was re-elected president 


Two National Chains Unveil ‘Show Places’ in Denver 


DENVER— Two national-chain shoe or- 
ganizations have built “plush” stores 
tor Denver’s new Lakeside center, 
multi-million dollar shopping project 
in extreme northwest Denver. 

Both Baker’s and Kinney’s have 
budgeted extraordinarily large amounts 
of funds for the two stores in view of 
their “show place” nature. Both stores, 
for example, feature deluxe seating, 
with individual chairs instead of the 
usual “gang chairs” found in the 
chain’s outlet, each is almost wholly 


carpeted, with advanced decor and 
exterior trim. 

The Baker’s store, the 270th in Bak- 
er’s national chain, is a 5,300 square 
foot store, with 22 employees. Joseph 
Kushner is manager, assisted by Don- 
ald Cohen. Both are native Denverites. 
Mr. Kushner has 10 years of service 
with the Baker chain. On hand for the 
opening were W. E. Polley, director of 
store operations from St. Louis, and 
Howard Brown, Baker’s regional man- 
ager. 
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For over 54 years mothers have preferred and insisted upon Ideals for the 
nation’s healthiest babies. REASON ENOUGH why Ideals are the brand 
you should sell... Remember — If they're IDEAL BABY SHOES,. 
they're CORRECT! 


MRS, DAY'S Gdeal BABY SHOE CO., INC, 


DANVERS, MASSACHUSETTS 


1070 MERCHANDISE MART 
CHICAGO 54, KLLINOIS 








of the Canadian Shoe Manufacturers 
Association; D. Frederick Campbell, 
president of H. S. Campbell Ltd. of 
Fredericton, N. B. was elected presi- 
dent of the Canadian Shoe Retailers 
Association; Lucien A. Blouin, vice- 
president of Edgar Clement Ltd, of 
Quebee city was re-elected president of 
the Tanners Association of Canada and 
John T. Sinclair, vice-president of D/G 
Shoe Suppliers Ltd. of Toronto was 
chosen as president of the Shoe In- 
dustry Suppliers Association, 
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About Shoe People 





Philip Hollander has assumed the 
position of buyer of ladies’ better 
footwear for Alexander’s Department 
Stores in New York City and White 
Plains. Mr. Hollander had been the 
buyer of ladies’ budget footwear for 
the last seven years. He joined Alex- 
ander’s training program nine years 
ago upon his graduation from college. 
Herbert Ruff has been appointed buyer 
of ladies’ budget footwear. He was As- 
sistant buyer of children’s shoes. Mr. 


Ruff, also a product of Alexander’s 
training program, joined the store eight 
years ago. 
od + 7 

Ralph G. Watson has moved his Ar- 
cade Shoe Store, Inc., from 13 Arcade 
Building to 192 Union Street, Provi- 
dence, R. I. The store is now operated 
as Watson’s Bootery but it is owned 
by the original corporation. There is 
a possibility that the corporation may 
open additional units. 





e 
Cun p10 
WITH FAMOUS 


Your opportunity for a sound, profitable business! 
Offer your customers superior fit, unequaled comfort! 
No markdowns, but you will have 
more satisfied, repeat customers than 
you ever thought possible 


TREDMOR LAST 


3746 —The HOSTESS Tie 
13!/,/8 Wood Kantscuff Heel 


All over black suede 

Black patent pleated 

braid trim Six-eyelet tie 
Long inside counter SIZES IN STOCK 
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William G. Vadenais has opened a 
new shoe store known as Vadenais 
Foot Fashions at 10 High Street, Woon- 
socket, R. I. He is specializing in 
women’s shoes from $5.95 to $12.95. 
For the past two years Mr. Vadenais 
has been operating a shoe department 
at Shirley’s Dress Shop, 83 Main Street, 
that city. Shirley’s closed out the en- 
tire store September 1. 

* + + 

David Gotthelf, formerly with Cort 
Shoes, Inc., as manager of Cort Shoe 
Store at 805 West Central Avenue, 
Toledo, has opened a family shoe store 
as a leased department in the Bargain- 
town Shopping Center, a former bot- 
tling company plant converted into a 
one-story multi- roomed department 
store, located on North Detroit Avenue, 
in Toledo. 

* * + 

Luwella Miller, manager of the Schiff 
Shoe Store at 329 South Washington 
Avenue, Lansing, Mich., which is being 
closed, is joining the sales staff of the 
R & H Shoe Store across the street. 
She has been with the Shoe Corporation 
of America for 18 years. This move 
will leave Lansing with two R & H 
Stores, both downtown, but none under 
the Schiff name. 


* * * 


Henry Solomon, who took over the 
B. Bernstein Shoes, 3717 Third Street, 
Detroit, some time ago, has changed 
the business to Henry’s Clothing and 
Shoes, and is dividing the emphasis 
evenly between the two departments, 
specializing in popular-priced shoe 
lines. Mr. Solomon was formerly in 
business in Jerusalem after World War 
II, coming to this country about seven 
years ago. 

+ * . 

Earl Houk, with Edison Brothers in 
Wyandotte, Mich., Detroit suburb, as 
salesman and assistant store manager 
since 1947, has been promoted to man- 
ager of the Baker’s Shoe Store at 3139 
Biddle Avenue. He succeeds Roy Van 
Meter, who has taken another post with 


the company. 
* 


James Coffey has been appointed 
manager of Switzer’s shoe salon, Phoe- 
nix, Ariz., it was announced by Walter 
Switzer, Jr. A Phoenix resident three 
years, Mr. Coffey succeeds Richard M. 
Aldridge, who recently was made store 
manager. He has been in the shoe 
business seven years and lived in De- 
troit and Miami, Fla., before coming 
to Phoenix. 

7 * * 

William T. Lewis, owner and man- 
ager of Lewis Salon Shoes of Phoenix, 
represented the Southwest on a na- 
tional committee to forecast women’s 
shoe styles for 1957. Mr. Lewis, who 
has worked with fashions in women’s 
footwear for more than 25 years, is 
a director of the National Shoe Re- 
tailers Association of New York. The 
national association sponsored the’com- 
mittee. 
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Financial News 





Julian & Kokenge President 
Sees Continued Shoe Upturn 


CoLuMBUSs, O.— The shoe industry 
can look forward to continued brisk 
trade in the final quarter of 1956 and 
to excellent sales in the first half of 
1957, Herbert Lape, Jr., president of 
Julian & Kokenge Company here, told 
a semi-annual meeting of the company’s 
salesmen in Deshler Hilton Hotel. 

“All economic factors,” he said, “in- 
dicate that the fourth quarter volume 
will show an upturn from the second 
and third quarters. 

“A necessary year-end correction in 
retail inventories appears to have been 
made already. Our sales from Septem- 
ber 1 through early October substan- 
tiate the most optimistic forecasts.” 

Salesman out with the J & K spring 
lines are showing a substantial increase 
in orders compared with a year ago, 
Mr. Lape said. Increased business is 
extending even to the smaller com- 
munities in primarily agricultural 
neighborhoods. 

Mesh is still one of the company’s 
most important items, accounting for 
25 to 35 per cent of total sales. Patent 
leathers for early delivery are impor- 
tant, as always. Lighter shades in the 
brown and beige family are selling 
freely, he said. 

Julian & Kokenge employs 900 at 
its Columbus plant to make Foot Saver 
and Dr. Locke women’s shoes which it 
sells in 48 states, Canada, and by 
licensing agreement, in Australia and 
New Zealand. It also manufactures 
British Walkers for women, and 
Marshall, Meadows & Stewart shoes at 
its newly-acquired plant in Auburn, 
N.Y. 

Men’s Foot Savers are made under 
a licensing arrangement by Common- 
wealth Shoe & Leather, Whitman, 
Mass., and its Dr. Locke shoes for men 
by Field and Flint Company of Brock- 
town, Mass. The J. B. Smith Shoe 
Company of Chicago makes the British 
Walkers for men. 





Shoe Corporation Reports 
Continued Increase in Sales 


CoLuMBUs, O.—The Shoe Corpora- 
tion of America, which operates 619 
retail units across the country and 
three manufacturing plants in Maine, 
reports a continued increase in sales 
volume for the latest four-weeks period 
and the year to date. 

Robert W. Schiff, president and 
treasurer, said sales for four weeks 
ended September 29 totaled $6,592,990, 
up 13.86 per cent from the comparable 
1955 figures of $5,815,846. For the 
89 weeks sales were up 9.04 per cent— 
$54,908,405 this year conipared with 
$50,351,504 for the 89 weeks ended 
October 1, 1955. 

In the last year, the firm has in- 
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creased its number of retail units from 
570 to 619. The sales volume includes 
all subsidiaries consolidated but does 
not include sales of A. S. Beck Shoe 
Corporation, in which the Company 
holds a substantial interest, Schiff 
said. 


Retail Sales Up for Melville 


NEw YorK—Retail sales of Melville 
Shoe Corporation for the five weeks 
ended September 29, 1956, were 
$12,995,538, compared with $11,852,651 





for the like four weeks a year earlier, 
an increase of 9.6 per cent. For the 
period January 1 through September 
29, sales aggregated $80,807,725, com- 
pared with $75,325,214 for 1955, an 
increase of 7.3 per ceut. 


Godman Declares Dividend 


CoLuMBus, O.—The Board of Direc- 
tors of The H. C. Godman Company 
declared a dividend of 1% per cent or 
87% cents per share on the Preferred 
$25 Par Capital Stock. The dividend 
was payable on October 17, 1956 to 
shareholders of preferred stock of re- 
cord at the close of business October 
12, 1956, it was reported by J. L. Davis. 
























QUALITY 


boys’ shoes that 
give you 
STEADY PROFITS and 
STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 













features that guarantee their long wear, fine 
fit and genuine comfort. They're espe- 
cially crafted to stand up under the 
rough use boy’s shoes receive, and 
give the kind of wear that brings 
customers back! If you sell 
boys’ shoes, you owe it 

to yourself to investi- 


#eAee gate Brooks! 


Black smooth leather casual, genuine 
Goodyear welt, leather welting, insoles, and 

counter pocket; heavy composition outsole, white 

fairstitchi » eee closing seams, rubber heel, IN-STOCK, 
B, 4107; 3 to 7 


QUARANTEED “RiP. STITCHING 
PROOF" NYLON 
CLOSED SEAMS. 







check these 
unique 

features for 

longer wear 


Write today for eS 


FREE wane 
IN-STOCK catalog! 





“BROOKSY”, : 


GENUINE ANALING 
TYPE LEATHER UPPERS 
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MAILS LOCK SOL8 
ADO EXTRA WEAR 
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ARE YOU ON A 
TIGHT ROPE? 


Do factory-dominated sales and 
inventory policies have you tee- 
tering dizzily? Get back to earth 
with Holland-Racine — stand on 
your own two independent feet. 
You get cooperation from the 
factory, not coercion and compe- 
tition. A complete line of men's 
shoes with a ready market. 


“nT 
a ‘0, With Holland-Racine 
| “4 you're free te sell whet 
z Is 4 you like—when you like. 
°. Py Write for details. 

“Memo* 
HOLLAND-RACINE SHOES, Inc. 
HOLLAND MICHIGAN 








Kinney Nine-Months Sales 
Increase by 10.5 Per Cent 


NEw YorK—Net retail store sales 
comparisons of the G. R. Kinney Cor- 
portation were released by K. W. 
Thornhill, director of corporate rela- 
tions. 

Retail sales in September, 1955, of 
$4,687,000 compared with sales of 
$5,023,000 or an increase of 7.2 per 
cent. 

For the nine months ended Septem- 
ber, 1955, sales aggregated $33,015,000 
compared with the same period figures 
in 1956 of $36,489,000, or an increase 
of 10.5 per cent. 

There were 358 Kinney stores in 
operation at the end of September, 
1956, in comparison with 348 for the 
corresponding month of the previous 
year. 


—_— 


Sales Increase 7 Per Cent 
For U. S. Shoe Corporation 


CINCINNATI—The United States Shoe 
Corporation reported that consolidated 
net income after federal taxes for the 
nine month period ended August 31, 
1956, amounted to $1,950,720 equiva- 
lent to $1.74 per share based on 
1,119,388 common shares outstanding. 
Comparative earnings figures for the 
corresponding nine month period of 
1955 are not available, James A. 
Salinger, secretary-treasurer, re- 
ported. 

It was also reported that net sales 
for the period totaled 28,963,799 com- 
pared to 27,057,404 for the correspond- 
ing period of 1955 which amounted to 
an increase in sales of approximately 
7 per cent. 


A. S. Beck Sales Increase 


New YorkK—The sales of the A. S. 
Beck, Adler and Baker retail chains in 
the four weeks ended September 29 
were $4,017,063 in 1955 compared 
with $4,203,520 for 1956, or an increase 
of 4.6 per cent. 

For the 39 weeks ended September 
29, Richard Meth, treasurer of the A. 
S. Beck Corporation reported sales of 
$34,470,733 in 1955 against sales of 
$35,608,047 for the same period in 
1956. This amounts to an increase of 
3.3 per cent. 


Edison Sales Up 5 Per Cent 


Sr. Lovis—Edison Brothers Stores, 
Inc. has reported consolidated net sales 
of $8,224,820 for the month of Septem- 
ber. This compares with $7,859,374 for 
September of last year, an increase of 
$365,446 or 4.65 per cent. 

For the first nine months of 1956, 
sales amounted to $64,097,698 as com- 
pared with $62,339,064 for the same 
period last year. This is an increase of 
$1,758,634 or 2.82 per cent. 








EXCLUSIVE 


FOOT-SO-PORT 


SHOE STORE 
FOOT-:--Ponr - 


. HOEs 









IS A SOUND INVESTMENT 
NOW AND A SUBSTANTIAL 
INCOME FOR YEARS TO COME 


@ Instead of fighting for survival 
in the sea of ever-increasing com- 
petition by lowering quality and 
cutting retailers’ profits, the Muse- 
beck Shoe Company is constantly 
striving to increase the quality of 
Foot-so-Port Shoes. 


@ Even in booming times, as we 
are experiencing today, the retailer 
who shows a smart profit is the one 
who gives the most value for the 
customer’s dollar. Repeat sales, 
which is the backbone of the re- 
tail shoe business, is measured 
solely by the quality of the prod- 
uct and....... 


75% of Foot-so-Port business 
is made up of ... 


REPEATS 


ONE CUSTOMER 
TELLING ANOTHER 


PRESCRIPTIONS 


... and that’s because there is no 
other shoe in America today that 
gives such satisfactory perform- 
ance. 


If success is what you are looking for, 
write today for your copy of “The In- 
side Story of Foot-so- §=[—————— 
Port Shoes” and full THE 
details concerning | ‘SIDE STORY 
an agency in your OF 
city. There are fre- 
quent opportunities 
for managerial posi- 
tions among dealers | 
who own and operate several Foot-so- 
Port Stores. 


FOOT-SO-PORT SHOES 


A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 
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Atlanta—Piedmont Hotel—Nov. 4-7 


SEE US AT THE SHOWS 







Pxonakactitchatels 


shoe stores, drive-ins and 


We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


Dalias—Adolphus Hotel—Nov. |1-14 
in Attendance: M. K. Weil, Paul Sigan, Abe Eisner, Jesse Plotkin, Bob Weil 





for values! 


shoe promotion buyers 





Open a Cuncellation Shoe Store in Your Town 





Our New Store Consultants Will Help You Set Up a Profitable Operation 


Our prices on fine shoes, 
bought direct from the best known 





Los Angeles—Alexandria Hotel—Nov. |1-14 
New York PPSSA—New Yorker—Nov. 25-29 


makers are in line with our 
nationwide reputation 


Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See We 


1215 Washington Ave s 3, Mo 


Saint Low 


Sample Rooms: Los Angeles + New York 








Obituaries 





Harold Taitsman 


Exeter, N. H.—A stray bullet which 
crashed through a second floor window 
of the Wise Shoe Company factory 
here, resulted in the almost instant 
death of Harold Taitsman, 41, super- 
intendent of the plant, and the wound- 
ing of George Griffin, 48, of Exeter, 
an employe of the firm. 

Mr. Taitsman was showing Mr. Grif- 
fin how to operate a new pattern on a 
machine in the lasting room when the 
tragedy occurred. The bullet went 
through the window, struck Mr. Griffin 
in one arm, and then pierced Mr. 
Taitsman’s arm and lodged in the lower 
part of his heart. 

Harry Wise of Haverhill, Mass., an 
executive of the shoe firm and brother- 
in-law of Mr. Taitsman, happened to be 
passing the lasting room at the time 
and reported that the plant superin- 
tendent stepped backward and gasped, 
“What happened? I’m _ electrocuted.” 
He died within a minute, medical au- 
thorities reported. Mr. Griffin was 
treated at Exeter Hospital and later 
released. 

A subsequent investigation revealed 
that a young sailor, home on leave, 
was examining a gun in his bedroom 
in a nearby dwelling when the sup- 
posedly empty weapon discharged. The 
shot penetrated the wall of the bed- 
room, traveled 190 feet over the shoe 
company parking lot and crashed 
through the factory window before 
striking the two shoe firm employes. 

The youth was arraigned on a second 
degree manslaughter charge in Exeter 
Municipal Court, and upon a plea of 
not guilty, was bound over to the grand 
jury. 

Mr. Taitsman had been associated 
with the Exeter shoe factory for the 
past 12 years. He was a Navy veteran 
of World War II. Survivors include 
his widow and two children, 
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Robert E. Bruce 


St. Louis—Robert E. Bruce, retired 
office manager of International Shoe 
Company, died unexpectedly, apparent- 
ly of a heart ailment, at Pompano 
Beach, Fla. Funeral and burial serv- 
ices were held at Warrenton, Mo., for 
the 68 year-old shoe veteran. 

A native of Litchfield, Ky., Mr. Bruce 
retired in 1953 after 35 years of serv- 
ice at the International Locust Street 
Factory and the Queen Quality branch 
as office manager. He was the first 
office manager of the Queen Quality 
branch, having been named to that 
position when International bought 
that division from the Thomas C. Plant 
Company in 1931. Previously, he was 
with the Midvale Shoe Company. 

Mr. Bruce is survived by his widow, 
Mary, with whom he moved to a new 
home in Pompano Beach a year ago. 
Also surviving is a son, Robert L. 
Bruce, who is with International Shoe 
Company’s purchasing department. 


Frank J. Martin 


St. Louis — Frank J. Martin, 78, 
member of the board of directors of 
Johnson-Stephens & Shinkle Shoe Com- 
pany, died October 7, of a cardiac con- 
dition. Mr. Martin had been a mem- 
ber of the firm’s board since 1945. Prior 
to that date he had served as general 
supervisor of the company’s factory. 

Mr. Martin is survived by two 
daughters, Mrs. Gertrude Martin Koch 
and Miss Elsie Martin. Mrs. Martin 
died in 1953. 


James A. Meade 


ROCHESTER, N. Y.—James A. Meade, 
78, a partner in the former Meade 
Shoe Company for 28 years, died here 
of a heart attack. The firm, which made 
children’s shoes for more than 40 years, 
went out of business in 1929. 

Surviving are his widow, a daughter, 
a sister and a brother. 


Louis A, Miller 

DayTon, O.— Louis A. Miller, 76, 
veteran shoe buyer, died here at St. 
Elizabeth Hospital after an illness of 
two weeks. 

Mr. Miller had been a shoe buyer at 
the Elder and Johnston Company 37 
years. At the time of his retirement in 
1946, he was a member of the board 
of directors of the department store 
and merchandise manager of its shoe 
division. He had joined the firm as 
buyer of women’s shoes. Previously 
he had been children’s shoe buyer for 
the old DeWeese and Bidelman Com- 
pany. 

Born in Germany, Mr. Miller had re- 
sided in Dayton 62 years. He was a 
charter member of Corpus Christi 
church and its Holy Name society and 
a member of the Knights of Columbus. 


What’s New 


Hood Introduces Jacquard 
Fabric, Water-Repellent Boot 


4 











New number in the Rain-steps line of 
the Hood Rubber Company, and the 
Footwear division of The B. F. Goodrich 
Company, Watertown, Mass., is the Bar- 
oness, It is light in weight and made 
of elasticized, water-repelient, jacquard 
fabric that fits smoothly and snugly 
without fastener of any kind. The Bar- 
oness comes in sizes 4-10 and is offered 
in gold, silver, Navy and black. 
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Shoemaking Facts 
about ‘“‘Celastic” 
Soft Box Material 


@ Speeds shoe production be- 
cause it readily accepts 
steam for excellent worka- 
bility at toe lasting. 

@ Plenty of resilience — 


" back’ time. 
Soft Box Material » ae gatospi ncaa ime 


e@ A material for every shoe 


Adds the Feeling of Casual Comfort 2 Idea for lined or unlined 


This newest of ‘‘Celastic” materials produces the firm, yet yielding, 4 manatel pera prod to hove Sear 
toe which more and more women look for . . . and buy. Because it’s 

durable, toes will always look their best when made with soft-box 

“Celastic”. Shoe manufacturers: for a demonstration or samples of 

this material call your United branch office. 


*Cotastic is @ registered trademark of the Ceiostic Corp. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 


88 Boot and Shoe Recorder 

















William D. Benjes, at the lectern, acknowledging honors extended on behalf of 

the New York area boot, shoe and allied industries and the State of Israel, in 

connection with a successful Bond for Israel campaign. Right, are Gershon Agron, 

Mayor of Jerusalem; Samuel G. Staff, of Julius Grossman Shoes, and Arthur Stein- 
berg, counsel of the Shoe Retailers League 


NEw York—William D. Benjes, pres- 
ident of London Character Shoes, Inc., 
and vice-president of the Common- 
wealth Shoe and Leather Company was 
honored at a testimonial dinner at the 
Waldorf-Astoria by the New York 
boot, shoe and allied industries as the 
man most responsible for getting the 
industry’s Bonds for Israel campaign 
“off the ground,” 

At the same time, on its own behalf, 
the State of Israel awarded Mr. Benjes 
a plaque as a token of the esteem in 
which it holds him for his devoted 
activities in its behalf. 

The plaque, consisting of the mounted 
silver replica of Israeli territory, was 
presented to Mr. Benjes by Samuel G. 
Staff, of Julius Grossman Shoes. 

A total of $52,000 was pledged at the 
dinner for the purchase of Bonds for 
Israel. 

Guest speaker was Gershon Agron, 
editor and publisher of the Jerusalem 
Post, Mayor of Jerusalem, and uncle of 
the well-known American newspaper- 
man, Martin Agronsky. 

Mr. Agron said the atmosphere in 
his country today is little different 
than the way it was characterized in 
Scriptural text written 26 centuries 
ago: that one hand must be occupied 
with building while the other holds a 
protective sword, 

Mr. Agron said the young Israeli 
shoe industry, has in a short time 
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trained a full complement of workers 
and introduced the necessary machines 
to put its activities on a real “Nash- 
ville” footing. 

General co-chairmen of the Benjes 
Testimonial were Samuel G. Staff and 
Arthur Steinberg, counsel of the Shoe 
Retailers League, Inc. Chairman of the 
manufacturers’ committee was Ben- 
jamin Schwartz, of Schwartz & Ben- 
jamin, Inc, Chairman of the buyers’ 
committee was Harry Cohen, of Allied 
Stores Purchasing Corporation. Harold 
Gessner, of Oomphies, Inc., served as 
treasurer. 

The general committee for the affair 
consisted of Ralph Abrams, Palizzio, 
Inc.; Samuel M. Abrams, Knomark 
Manufacturing Company; Herbert M. 
Adler, Adler Shoe Shops; Bernard 
Bernstein, Bernstein Shoes; Joseph 
Binenbaum, Retail Shoe Employes 
Association; James J. Blick, 
Bloomingdale Brothers; Philip Bloom, 
Allied Stores Purchasing Corporation; 
David Brecher, Marle Shoes; Aaron J, 
Brown, Stuart Brooks, Inc; Benjamin 
Dryer, I. Miller & Sons, Inc.; David 
Dulberg, Saks Fifth Avenue; Sigmund 
Farkash, S. Farkash, Inc., Robert Fein- 
berg, Felix Lillienthal & Company, 
Inc.; Max L. Friedman, Theodore Ger- 
rig, Allied Stores Purchasing Corpora- 
tion; Moe Gingold, Vogue Shoes Com 
pany; Sidney Goldberg, S. Goldberg 
& Company, Inc., and Robert Jacobson, 


Peters Division Holds Fashion 
Show on Men’s Spring Shoes 


St. Louis—In a complete male shoe 
style show the new 1957 spring and 
summer lines of City Club and Wes- 
boro shoes were displayed recently to 
salesmen and retail merchants. The 
style show, featuring on - the - model 
presentations of shoes, highlighted the 
men’s spring sales meeting of the 
Peters division of International Shoe 
Company at the Chase Hotel here. 

Based on the concept that the woman 
in a man’s life sets the pace for his 
dress, the presentations stressed the 
theme “Dress Your Part.” Peggy 
Henry, fashion editor of Mademoiselle 
magazine, was commentator for the 
fashion show which used men and 
women models against changing back- 
grounds of typical spring and summer 
scenes. John Hatton, men’s shoe stylist 
for International, handled the commen- 
tary on the new lines of City Club and 
Wesboro shoes. 

The Wesboro meeting was a mock 
TV show, “Time Marches On,” featur- 
ing Wesboro shoes around the clock. 
The three-shoe Wesboro wardrobe, 
which has been reported as an out- 
standing merchandising success for the 
Peters division, was tied in to the time 
of day, illustrating the need for differ- 
ent shoes for different occasions. 

Charles Mueller, Peters advertising 
manager for men’s and boys’ shoes, 
announced that the 1957 Wesboro ad- 
vertising will feature a national con- 
test giving away Elgin watches. 

A special panel composed of men’s 
and boys’ sales managers Hal Parrish 
and Henry Kuxhausen, together with 
merchandise men Owen Baker and Lee 
Wienhold discussed the sales outlook in 
the men’s shoe field. Topics covered in- 
cluded multiple pairage merchandising, 
quality selling, and a discussion of the 
new lines of City Club and Wesboro 
shoes. 





Jacobson Brothers. 

Also Sam Kaplan, Roosevelt Shoe 
Shop; Carl Lazan, Foot Saver Shoe 
Shop; Frank Lipp, Frank Lipp Wood 
Heel Company; Sam Lowenthal, Retail 
Shoe Employes; Walter Marx, Marx 
& Newman; Joseph Marcus, Tree Mark 
Shoes; William G. Monsees, Julian & 
Kokenge Company; Lester J. Pincus; 
Lester Pincus Shoe Corporation; Her- 
bert Posner, Dr. Posner Shoes, Inc.; 
Charles Rockmore, Charles I. Rock- 
more, Inc.; M. J. Saks, Milton Salomon, 
of the firm of Joseph 8S, Salomon; 
James Saltzman, J. S. Saltzman Shoe 
Corporation; Jack Schaeffer, Jack 
Schaeffer Shoes, Inc., Albert Schiff, 
Sidney Schiff, Lawrence Schiff Silk 
Mills; Benjamin Seligman, Seligman & 
Seligman; Sol Sherman, Retail Shoe 
Employes; David Serling, Sterling 
Last Corporation, and William Unger, 
Arkwright Service Buying. 














Braden, Culver, Get Key Spots at Genfoam 





JACK BRADEN 


NASHVILLE—Jack R. Braden, a direc- 
tor of General Shoe Corporation, and 
for many years one of its principal 
manufacturing and distribution offi- 
cials, has become the president and 
general manager of its Genfoam Shoe 
Company, makers of canvas and rubber 
summer casual footwear and house 
slippers. 

Henry W. Boyd, Jr., president of 
General Shoe, who made the announce- 
ment, also said that production at Gen- 
foam is being stepped up as rapidly as 
possible to assure prompt delivery of 
the spring and summer merchandise. 
Genfoam salesmen are now on the road 
with a completely new line of summer 





ED CULVER 


footwear. Production will reach around 
4,000 pair a day shortly after the first 
of the year, Mr. Boyd said. 

Mr. Braden joined Genera! Shoe 23 
years ago following his graduation 
from Vanderbilt University. He has 
had had wide experience throughout 
the company, having for years headed 
up General Shoe’s manufacturing oper- 
ations in its Kentucky division, after 
which he directed sales planning. 

Mr. Boyd also announced that Ed 
Culver has taken over the responsibil- 
ity for selling the output of Genfoam. 
Mr. Culver has been a distribution spe- 
cialist working with some of General 
Shoe’s nien’s lines. 





Desco Appoints L. J. Kolb 
To Southern Territory 


New York—L. J. Kolb has been ap- 
pointed sales representative for Desco 
Shoe Corporation and its subsidiary, 
Rex Shoe Company, Inc. according to 
an announcement coming from Jerry 
Kramer, sales manager, of the Desco 
Shoe Corporation at 209 West Thirty- 
third Street, here. 

Mr. Kolb will cover Kentucky, ex- 
cept Louisville and Lexington, Ten- 





L. J. KOLB 


nessee and West Virginia, except 
Martinsburg and Charleston. 
Mr. Kolb has been in the shoe bus- 


9 


iness either as a salesman “on the 
road” or as the owner of a retail store 
for more than 30 years. He will sell 
Revelations, Desco Debs, Quo Vadis, 
Thrillmates, Darlin’s, TV and Video 
Slippers and Booties made by the 
Desco or its subsidiary Rex. 





Ezzell Regional Manager 
General Shoe Sales Corp. 


NASHVILLE—John Ezzell, who for the 
last 12 years has been general mana- 





JOHN EZZELL 


ger of the Fortune Shoe Company, a 
division of General Shoe, will now be- 
come manager of General Shoe Sales 


Glass Suggests Tanners 
Exploit a Favorable Trend 


PHILADELPHIA—Leather and leather 
products are today enjoying an un- 
precedented consumer acceptance in “an 
irreversible trend to a higher standard 
of living. Yet an incredible industry 
paradox exists, with some tanners 
continuing to live with past patterns 
and concepts when a potentially better 
market is at hand.” 

This was the comment of Irving R. 
Glass, executive vice-president of the 
Tanners Council of America, made at 
one point in his talk, “The Tanner in 
the Jet Age,” at a recent dinner 
meeting here of the Delaware Valley 
Tanners Club. 


Mr. Glass urged his colleagues not 
only to exploit current opportunities in 
terms of product development, but also 
in new selling techniques. 


Mr. Glass said that before the close 
of 1956 the tanning industry’s sales of 
upper leathers will reach the equivalent 
of 1955, when shoe production grossed 
a record of 578 million pairs. He 
estimated that 1956 shoe production 
would reach a level of between 580 and 
582 million pairs. 

In an era of change Mr. Glass felt 
it advisable not to “pile up” colors, but 
to study new methods of production 
which could effect finished wanted 
colors quickly. He also saw an ex- 
tremely favorable statistical slaughter 
picture, one in which the industry can 
expand readily. 


Thrash Joyce Sales Aide 


CINCINNATI—Craig Thrash has been 
appointed Joyce sales representative in 
the southeast territory, replacing Rob- 
ert Delong, according to an announce- 
ment by Jerome Potaschnick, president 
of Joyce. Mr. Thrash was formerly 
sales representative for Selby Style- 
eze and Easy-Goer lines in this ter- 
ritory for many years before joining 
Joyce. His headquarters will be 3616 
Battle Drive, N. E., Atlanta. 





Corporation’s metropolitan regional 
sales offices. 
General Shoe Sales Corporation 


maintains such area headquarters in 
several key metropolitan sections of the 
country. Mr. Ezzell will take over this 
end of the business, which, it was in- 
dicated, will involve considerable future 
expansion. He has been with General 
Shoe since 1931. 

Succeeding Mr. Ezzell as division 
manager of Fortune Shoe Company 
will be S. T. Metcalfe, who for the past 
several years has been Fortune repre- 
sentative in Mississippi. He joined 
Fortune in 1950. He is a native of 
Columbus, Ga. 

Charles Willis was promoted to as- 
sistant division manager of the For- 
tune Shoe Company. He has been 
district sales manager. 
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executives who met at Mr. Wigginton's home to discuss styles with 


M. Perugia, are shown in the above photo, front row, left to right, William M. 
Blackie, executive vice-president; Mr. Perugia, M. S. Wigginton, distribution vice- 
president of General Shoe, and Myron Olmstead, president of Johnston & Mur- 
phy, a General Shoe division. Standing, left to right, are J. R. McCollum, a 
Jarman division executive and board member; E. T. Bumpous, Jarman division 
president and board member; F. M. Weisiger, retail executive and board member; 
President Henry W. Boys, Jr.; B. H. Willingham, distribution executive and board 
member; Duke Rose, manager, Edward Haan Shoe Company, and Eddie Haan, 
president of that company, which is the Whitehouse & Hardy shoe division of 
General Shoe, and Dave Payne, top stylist for General Shoe lines. 


NASHVILLE, TENN.-—Andre Perugia, 
world-renowned shoe designer, whose 
ideas on both men’s and women’s shoes 
influence more people than perhaps any 
other authority, was a General Shoe 
Corporation visitor recently from 
Paris, France. 

The immediate object of his visit was 
a three-day counselling clinic with Matt 
Wigginton, vice-president of sales dis- 
tribution for General Shoe Corporation, 
and all of the company’s design and 
sales executives in men’s, women’s cas- 
uals and children’s shoe lines. 

Newest trends in men’s quality shoes, 
the French designer said, involve shoes 
that are light in weight, extremely 
flexible, soft and more comfortable 
than with conventional soles, and with 
more and more men liking some color 
in their shoes. Pumps for men, and the 
step-in type of shoe are growing in 
great favor, he said. Mr. Wieginton 
added that Perugia’s French fashions 
in American shoes, which he is design- 
ing, are having a tremendous impact 
on men’s footwear buying habits. 

Women with a love for footwear 
have exciting things to look forward to, 
the French designer said, offering these 
trends: “Thin narrow toes in all heel 
heights. A trend to lower heels of ex- 
treme curved shapes in keeping with 
the low-hem line introduced in the Paris 
dress collection. Lavish use of beading, 
flowers, embroidery, in oramentation 
on all shoes, and a look of opulence and 
elegance reminiscent of the 1918 era. 
Lastly — T-straps, handkerchief bows 
and Persian colors, these being strongly 
evident in the new Perugia footwear 
collection.” 
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Mr. Perugia was born the son of an 
Italian shoemaker who furnished boots 
for the gentry and high button shoes 
for the ladies. After emerging from 
his apprenticeship, he set up a “revolu- 
tion” in women’s shoes by introducing 
“low” shoes, like oxfords, and lighter, 
“more refined” shoes for men. Today he 
has his own salon on the Rue de la Paix 
in Paris, where for the last 35 years 
celebrities and nobility have come from 
all the continents to have him make 
their shoes. Today he recounted shoes 
he had desierned for such women as the 
Duchess of Windsor. Marlene Dietrich, 
Lily Pons, Audrey Hepburn, the Duch- 
ess of Kent and scores of others, 

Two years ago he became associated 
as a consultant to supply General 
Shoe’s I. Miller division with designs 
and ideas for its women’s shoes, and 
came to Nashville with ideas that will 
later influence men’s, women’s casuals 
and children’s shoes that are made in 
the 30 General Shoe plants in Tennes- 
see, Kentucky, Alabama, Georgia and 
Mississippi. 


Brown Shoe Company Names 
Two Sales Representatives 


St. Louris — Brown Shoe Company 
has recently announced the appoint- 
ment of two new sales representatives. 
Max Kirk has joined the sales force 
of Westport division, while Donald 
Bell has joined the Robin Hood divi- 
sion. 

Mr. Kirk, whose appointment is in 
conjunction with Westport’s new ex- 
pansion program, will cover a new 
territory in the Kentucky - Tennessee 
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area. Mr. Kirk, 26 years old, com- 
pleted two years of study at Southern 
Illinois University, and has served in 
the U. S. Navy. For the past year he 
has been a service manager in the divi- 
tion’s St. Louis office. 

Mr. Bell will serve as sales repre- 
sentative for Robin Hood division in 
the California area, replacing Art 
Hunau who recently resigned. Prior 
to his joining the Robin Hood staff, 
Mr. Bell was associated with General 
Shoe as a sales representative out of 
Cleveland, O. 


Honeybugs Sales Manager 

MANCHESTER, N. H.—Arnold J. 
Cohen, general sales manager of the 
BGS Shoe Corporation, announced the 
appointment of Frank Fleming as gen- 
eral sales manager of its Honeybugs 
division. 

Prior to joining the Honeybugs or- 
ganization in January of 1952, Mr. 
Fleming was active in the retail field 
of women’s slippers and shoes at 
Bloomingdale’s and Lord and Taylor’s. 

He will continue to operate out of 
the Honeybugs’ New York office. 





Allen-Edmonds and Store 
Tie-In for Men’s Promotion 


INDIANAPOLIS— The William H. 
Block Company of this city developed 
brisk business in the sale of men’s 
shoes during a four-day factory show- 
ing run in conjunction with Allen-Ed- 
monds of Belgium, Wis. 





The promotion in action at the William 
H. Block Company shoe department. In 
the background are Fred Charon, Allen- 
Edmonds representative, and Ivan Wal- 
ters, department manager for Block's 


The event was promoted with large- 
size newspaper advertiser:ents which 
called special attention to the factory 
expert who would be in attendance as 
well as the fact that this was an un- 
usual opportunity for Indianapolis 
men to see the complete line of Allen- 
Sdmonds styles. Throughout the store, 
including the men’s grill on the sixth 
floor, attractive posters called attention 
to the showing. Finally, a special win- 
dow was designed which featured the 
showing and promoted Allen-Edmonds 
styles and construction. 





Harper, Red Ball’s West Coast Man, Retires 





LEO L. HARPER 


MISHAWAKA, IND. — Leo L. Harper, 
West Coast district sales manager for 
Red Ball Footwear since 1945, has 
retired, the company announced. Mr. 
Harper, after several years of retail 
shoe experience started as a salesman 
for the Mishawaka Rubber & Woolen 
Manufacturing Company. 

Prior to World War II he traveled 
territories in Iowa, Minnesota, and 


Wisconsin. After the war he was ap- 
pointed district sales manager for the 
company’s western district covering all 
the coast and adjacent states including 








PAUL L. STEPHENS 


Montana, Wyoming, Colorado and the 
territory of New Mexico. 

Mr. and Mrs. Harper plan to stay in 
San Mateo, Calif., where they have 
lived the past few years at 7 DeSabla 
Road. 

Paul L, Stephens, who has been dis- 
trict sales manager for the northern 
part of the West Coast district since 
January 1, 1955, has now assumed the 
management of the southern part also. 
Mr. Stephens has been selling Red Ball 
Footwear since 1948. His headquarters 
are in Seattle. 


American Cyanamid Plant 


New YorRK—A new alum plant of 
the American Cyanamid Company in 
Cloquet, Minn., will be in operation 
by mid-December, a company spokes- 
man revealed. Alum is used in leather 
tanning, among other industries. The 
new plant will service the Northwest. 





American Hide & Leather 
Acquires Shain & Company 


LOWELL, Mass.—Ownership of Shain 
& Company, of Boston, has been ac- 
quired by American Hide and Leather 
Company, here, according to Stanley 
M. Rowland, president. Shain & Com- 
pany is one of the country’s leading 
converters and distributors of shoe fab- 
rics and linings, and is credited with 
having introduced the first knitted 
nylon mesh to American shoe manu- 
facturers. The company will operate 
as an independent subsidiary of Amer- 
ican Hide and Leather Company under 
the general managership of D. G, Folts, 
Jr., vice-president of the leather firm. 

Jack Shain will remain with the fab- 
ric company in charge of all styling, 
development and sales, Mr. Rowland 
said, and added, “We are happy to an- 
nounce that Jack Shain has signed a 
six-year employment contract and we 
are more than pleased that we will have 
the benefit of his vast experience and 
creative ability.” 
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6-12. Price $6.50 net. 


SENSATIONAL COMFORT 
FOOT-KING" 


Goodyear Welts ~.. 
with the Patented 
RIPPLE SOLE 








#99022 


IN STOCK 





Complete line on display at Atlanta Ga., Henry Grady Hotel, Nov. 4-Nov. 7 
Columbus, Ohio, Deshler-Hilton Hotel, Nov. 18-Nov. 20 


99022: Black biucher, storm welt full continental, leather insole, leather lining, 
anti-fungus drill, Nylon fitting, and the patented RIPPLE SOLE, 


MEN'S sizes 








Navy 


White 


Brown 
Red, 





P.P.S.S.A. HOTEL NEW YORKER 
ROOMS 1673-74 


British Classics, inc. 


146 DUANE ST NEW YORK 13, N. Y 
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99010: BROWN KIP, de luxe quality; Algonquin pattern, Lifetime counters 
can't break or rot—-Old shoe comfort from the start, 99010 MEN'S sizes 6-12, 
widths B, C, D, E. $7.75 net. 

RIPPLE SOLES: For men in every walk of Life: Policemen, Postmen, Golfers, 
Businessmen, Workmen, Suitable for dress or leisure wear! 

FOOT KING: Men's Goodyear welts are stocked in more than 100 styles, in 
widths ranging from B to EEE @ $4.40 to $6.06 and up. 

FOOT KING BOY RANGERS: Sizes | to 7, A to E width, Retall about $6.95. 
Foot King REG-E-STURD Boys’ shoes: Soles guaranteed: ‘Four Months wear 
or a Free new pair.” Sizes | to 7, A to E, Retail $7.95. 


FOOT KING means BUSINESS 


A. S. KREIDER & SON CO. 
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Ceremony Marks Millionth Pair at International Plant 


St. Louis—A West Plains, Mo., civic 
leader who helped bring the Interna- 
tional Shoe Company plant to that city 
10 years ago was awarded the millionth 
pair to be produced for the 10-month 





George Gutting, Jr., to Sell 
Buskens Line for B G S 





George Gutting, Jr., formerly with the 
women's division of Florsheim Shoe Com- 
pany, has joined the sales staff of BGS 
Shoe Corporation and will sell the Bus- 
kens line, it was announced by Arnold J. 
Cohen, BGS sales manager. Making his 
headquarters in Seattie, Mr. Gutting will 
travel Washington, Oregon, Wyoming, 
Montana, Idaho and Utah. 


period ending October 1. 

The shoes, a pair of shell cordovan 
wing-tip Winthrops, went to Joe Aid, 
hardware store owner, whose name 
was drawn by lot in the office of Hugh 
K. Thompson, plant superintendent. 
The millionth pair was placed on dis- 
play in the lobby of the First National 
Bank following the presentation. A 
similar pair was made for Mr. Aid in 
his individual size. 

Among the special guests who par- 
ticipated in the ceremonies was 
“Preacher” Roe, former’ Brooklyn 
Dodger mound ace, who was recently 
elected president of the West Plains 
Chamber of Commerce. 

According to Mr. Thompson, comple- 
tion of the shoes marked an outstand- 
ing production record for the plant 
during the past three years, with 
production of men’s shoes in the 6BX 
line skyrocketing from 442,000 pairs in 
a corresponding period in 1953 to a 
million this year. 

The payroll figure was reported at 
$1,280,000 for more than 500 employees 
during the past 10-month period, as 
compared to $487,000 for about 200 
workers in 19538. 

About 60 styles of shoes are manu- 
factured at West Plains and distrib- 
uted through International sales di- 
visions. These include Wesboro, Kings- 
way, Randecraft and a number of un- 
branded lines. 











Topped with a fine composition material, the insole is de- 
signed to act like a shock absorber. Thousands of tiny air 
chambers act with every movement of the foot, to give 
comfort and clean, cool walking. Designed to eliminate 
irritations of wrinkling or tearing. Insures proper ventilation. 
Easily cleaned. Get the maximum comfort by using Scott 


Spun Foam Insoles. 
Stock No. 702 
$4.50 Dz. Prs. 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST. © OMAHA, NEBR 
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SPUN FOAM INSOLES 


with Accelerated BREATHING ACTION 


Art Myerson in Hawaii 


Los ANGELES—Art Meyerson, sales 
manager of Hollywood Scooters, a 
division of Vogue Shoes, Inc., left for 
the Hawaiian Islands to call on the 
company’s accounts as well as to visit 
its sales offices there, to present the 
company’s new spring line. 





Elaine Norwood Director 
Of Fashion for Joyce, Inc. 





Elaine Norwood, who has been appointed 
director of fashion and sales promotion 
for Joyce, Inc., effective immediately. 
She will have her headquarters in the 
new Joyce offices, 1710 Webb & Knapp 
Building, 112 West Thirty-fourth Street, 
New York City. Miss Norwood formerly 
served as traveling fashion consultant 
for Red Cross Shoes and Cobbies. 


on boot lasts, 





$51.30 Gr. Prs. | 


*5523—Sizes 4-9 
S EN D F .°] R *Littleway Construction 
COMPLETE | 
CATALOG 


Made to specifications of 
official drill teams and 
bands. Top quality — made 


5120—Sizes 5!/2-8 
5121—Sizes 8!/-12. $4.10 
§222—Sizes 12!/.-3. $4.35 









. $3.90 
No Service 
Charge for 
Small Orders 
Extra Colored 
Tassels, 25¢ pr. 


$5.60 


BERNED SHOE COMPANY 


207 Essex Street, Boston 11, Massachusetts 
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Kiwi Shoe Polish Marks Half-Century Jubilee 


POTTSTOWN, Pa.—A shoe polish bear- 
ing the insignia of a wingless New 
Zealand bird, which today is one of 
America’s best known brand names in 
polishes, celebrated its fiftieth anni- 


Sam Radetsky Joins Staff 
Of Dori Shoe Company 








Sam Radetsky has joined the staff of the 
Dori Shoe Company, Inc., of Lynn, Mass., 
according to Harold Gordon, sales man- 
ager. Dori makes the Adores line of 
high-styled, popular price midheels and 
flats. Mr. Radetsky will sell the Adores 
line in Virginia, West Virginia, Kentucky, 
Ohio, Indiana and Michigan. This is the 
same territory which he has covered 
for several years, most recently with 
the line of the Deb Shoe Company. 


versary on October 13. 

The Kiwi Shoe Polish Company, 
manufacturer of Kiwi Shoe Polish and 
Kiwi Liquid Shoe Shine, marked 
the half-century jubilee with a gala 
celebration at its large plant, here. 

Lawrence Empley, president of the 
Company which is Australian based, 
presented T. M. Ramsey, managing 
director of Kiwi Polish Company, Ltd., 
Australia, to U.S. employes. 

Mr. Emley announced that the jubilee 
celebration marked the beginning of 
an expansion program by the company, 
which will include introduction of 
several new Kiwi products, and physi- 
cal expansion of its 80,000 square foot 
plant. 

Kiwi Liquid Shoe Shine will be in- 
troduced to the nation as the first step 
in the firm’s expansion of products. As 
part of the observance, Kiwi plans to 
make a presentation to the U.S. Marine 
Corps, since it was the Marines who 
virtually adopted Kiwi Shoe Polish 
during World War II in the Pacific and 
made it one ef the big four shoe polish 
sellers in this country since 1948. 

The company also has tentative plans 
to present a stuffed Kiwi bird—the 
New Zealand government will not al- 
low Kiwis to be exported live because 
the species is rapidly becoming ex- 
tinct—to the Philadelphia Zoo and 
possibly to President Eisenhower. The 
President is a long-time user of Kiwi 


Shoe Polish. 

With the 1956 Olympics scheduled 
for Australia, Kiwi in Australia will 
present every American participant 
with a special Kiwi shoe shine kit 
when he arrives, said Mr. Emley. 





Ganley Named Coordinator 
Of All ISMC Branches 





R. B. Ganley, Pennsylvania district man- 
ager for the International Shoe Machine 
Corporation, has been given a special 
assignment as sales coordinator for all 
ISMC branches, it was announced by 
Jacob S$. Kamborian, president. Mr. Gan- 
ley is president of the North American 
Superintendents’ and Foremen'‘s Associa- 
tion; a member of the Central Pennsyl- 
vania Shoe and Leather Association; and 
a past vice-president of the Pennsylvania 
Supertetentaate® = Foremen's Assn. 
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2. FINE BRANDS . 


... 60 FINE STYLES. 


IN THESE 2 FINE LINES 
Retailing Profitably At Popular Prices 
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Wellco Shoe Corporation 
Names Judd Comptroller 


WAYNESVILLE, N. C.— Wellco Shoe 
Corporation announced the recent ap- 
pointment of Joseph H. Judd as comp- 
troller. Mr. Judd is a member of the 
American Institute of Accountants, the 
Pennsylvania Institute of Certified 
Public Accountants and the National 
Office Management Association. 
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JOSEPH H. JUDD 


Prior to his association with Wellco, 
he was comptroller of the Standard 
Pressed Steel Company in Jenkintown, 
Pa. A native of Philadelphia, Mr. Judd 
was graduated from the University of 
Pennsylvania. 


Goodyear Starts Production 
On New Plastic Material 


AKRON, O.—Polyethylene plastic heel 
base production has been started by the 
Windsor, Vt., plant of the Goodyear 
Tire & Rubber Company. Manufac- 
tured by the injection molding process, 
the new product is called Jetlite. 

Full production is expected some- 
time early next year on a complete 
line of plastic heel bases for men’s, 
children’s and some women’s shoes. 

Frank R. Evans, general manager 
of Goodyear’s Shoe Products division, 
said the economical heel base is lighter 
and takes a better finish than other 
types. The material will not absorb 
moisture nor distort in use, he added. 





Newport Shoe Expanding 


Newport, N. H.—Nearly 100 addi- 
tional workers will be hired by the 
Newport Shoe Manufacturing Com- 
pany, which is expanding production, 
according to Raymond Murphy, plant 
superintendent. 


Penn Shoe & Leather Banquet 


EPHRATA, Pa.—The Central Pennsyl- 
vania Shoe and Leather Association 
will hold its fall Banquet-Time at the 
Hotel Brunswick, Lancaster, Pa. on 
November 15, it was announced by 
Paul B. Good, secretary. 
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P.P.S.S. A. 
Hotel New Yorker 
Rooms 1673-74 


Broitman-Gaffin 
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146 DUANE ST. - NEW YORK 13, N. Y. 
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Shoe Firm Changes Name 


NEw YorK — The Lewis Handel 
Footwear Corporation of 146 Duane 
Street, here, announced the change of 
its name to Handel-Schwemer-Haplo- 
witz Footwear Corporation. 





Accent Division Appoints 
Nate Levy to New York Area 





Nate Levy has joined the sales staff of 
Accent division of International Shoe 
Company, covering metropolitan New 
York, New York state, northern New 
Jersey and New England. Mr. Levy had 
for the past 10 years traveled the New 
York area for Caughey Footwear, N. Y. 
He replaces Bernie Sims, transferred to 
a territory including Virginia, Maryland, 
Washington, D. C., and Pennsylvania. 
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DALLAS SPRING SHOE FAIR 


November I1, 12, 13, 14, 1956 


THE LARGEST REGIONAL SHOE FAIR 
OVER 500 LINES 
DISPLAYING IN FOUR HOTELS 
ADOLPHUS, BAKER, SOUTHLAND 
AND STATLER-HILTON 


SOUTHWESTERN SHOE TRAVELERS ASS'N 


ROOMS 215-224 Southland Hotel 
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Kuhnert General Manager 
Of International’s Pennant 


Sr. Louts—Arthur A. Kuhnert, a 
sales manager of Continental division 
of International Shoe Company, has 
been named general manager of the 
firm’s Pennant division. Mr. Kuhnert, 
who has been with International since 
1932, formerly served as assistant mer- 
chandise manager of Vitality branch. 
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ARTHUR A. KUHNERT 


John L. Beatty, sales manager of wo- 
men’s shoes for Sentinel division, has 
been appointed sales manager of Con- 
tinental division, which post he will 
assume in addition to his present duties. 
Mr. Beatty joined International in 1949 
as a clerk in Continental division and 


STYLE 
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has been a sales maager of Sentinel di- 
vision for the past three years. 





Correction 


Three advertisements were run er- 
roneously under St. Louis captions in 
the October 15, 1956 issue of the RE- 
CORDER, ; 

None of the three firms who placed 
the advertisements are from the St. 
Louis area nor are they associated with 
the St. Louis Manufacturers’ Associa- 
tion. They are: The United States Shoe 
Corporation, Cincinnati, manufacturers 
of Red Cross Shoes and Cobbies; Joyce, 
Inc., a division of The United States 
Shoe Corporation, and The Walker T. 
Dickerson Company, Columbus, O. 





Personable Chimp to Help 
Promote Children’s Shoes 


LOWELL, Mass.— The talents of J. 
Fred Muggs, NBC’s irrepressible Chim- 
panzee, are to be used by Sherman 
Brothers Shoe Manufacturing Corpo- 
ration, in introducing new and specially 
designed Judy ’n’ Jerry styles for chil- 
dren, Assisting J. Fred will be his “girl 
friend,” Phoebe Beebe. Both will help 
show the new line on the Today Show 
which is telecast every weekday morn- 
ing over 135 major channels and is said 
to reach more than 7,000,000 viewers. 

This, however, is only part of a com- 
prehensive campaign launched to pop- 
ularize the new styles. Every shoe in 
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the new line will be decorated on the 
vamp with an amusing likeness of J. 
Fred. Shoes will also carry personalized 
heel stickers and will be packed in car- 
tons the lids of which will carry a pic- 
ture of J. Fred and his autograph, in 
addition to space in which the dealer 
can fill in the name of the youngsters 
who buy the shoes. 





TV's J. Fred Muggs makes shoe news. 
He has been engaged to help promote 
a new Judy ‘n' Jerry line for children 
as part of a comprehensive program. 


A national contest is also part of the 
promotion, the winner to receive a free 
trip to New York, accompanied by his 
or her parents, and to include among 
other things, the winner’s appearance 
on the Today Show. Free dealer aids 
of many kinds are offered to retailers 
carrying the line. Advertising and sales 
promotion are handled by the William 
J. Small Agency, Boston. 





Lucey Company Appoints 


Schneider to Midwest Area 
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@ Round, square, pointed 4 
‘ an 
@ Eye-catching patterns 
color combinations 
@ sizes 48, 812-3, 3%2-6 
@ Priced to retail profitably 
S $3.95! Howard J. Schneider, who has been ap- 
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MFG. co. shoes for Feltman and Curme and, since 
1952, has represented Sebago Moccasin 


Company in Illinois and Michigan. 
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Yankee Shoemakers' executives and retailer guests who attended the spring 
sales meeting at company headquarters in Newmarket, N. H. 


NEWMARKET, N. H.—Retailers from 
many parts of the country gathered 
here recently to attend the sales meet- 
ing sponsored by the Sam Smith Shoe 
Corporation, manufacturers of Little 
Yankee shoes. The spring line was on 
display, spring advertising plans were 
discussed, and ways and means of in- 
creasing retail sales of this well known 
line were outlined. 

Heading the discussions were Sam 
Smith, president of Yankee Shoe- 
makers; his assistant, Mrs. Grace B. 
MacDonald; Sam Asch, executive vice- 
president and recently named sales 


manager; and Dr. Ross A. Tennant, 
research director. Spring advertising 
plans on both national and local levels 
were introduced by Karl M. Frost, 
president of Harry M. Frost Company, 
agency ‘for Little Yankee shoes. An 
interesting feature of the two-day 
meeting was an address, “The Art of 
Business,” given by Professor Kenneth 
Davis, of the Dartmouth Amos Tuck 
School of Business Administration. 
Following the business meetings, 
visitors were the guests of the com- 
pany at a New England clam bake. 





General Shoe Schedules 
Expansion of Chemical Unit 


NASHVILLE—General Shoe Corpora- 
tion announced plans for a major ex- 
pansion of its chemical division, with 
the creation of a new company, General 
Adhesives Company, to be located at 
6100 Centennial Boulevard, and with 
additional expansion for its existing 
S. & F. Chemical Company. 





HAROLD L. GROSS V. B, HOOPER 


Eugene E. Wager, branch manager 
of General Shoe’s supply manufactur- 
ing division, said that both organiza- 
tions will now embark on a five-year 
expansion program designed to in- 
crease the service and product lines 
of both General Adhesives Company 
and S. & F. Chemical Company to the 


November |, 1956 


gL aaa END 


shoe industry and to the additional in- 
dustries now being served. 

Heading up General Adhesives Com- 
pany will be Harold L. Gross as vice- 
president and general manager. He has 
been technical director of General 
Shoe’s chemical operations. His new 
company will serve industries other 
than the shoe industry — and will ad- 
ditionally serve the shoe industry it- 
self in the East, supplying adhesives 
through the Torio Sales Company, 15-39 
130th Street, College Point, N. Y. 

General Shoe’s S. & F. Chemical 
Company will continue to serve the 
shoe and leather field with a complete 
line of shoe and leather finishes and 
allied products. It will also distribute 
and service a complete line of shoe ad- 
hesives in the South, Midwest and 
West. Mr. Wager and V. B. Hooper, 
vice-president and general manager of 
S. & F. Chemical, said that the com- 
pany plans further expansion in the 
shoe field and in tannery finishes. 





Krause Resigns as Officer 
Of Wolverine Shoe & Tanning 


RockForpD, Micu.—Richard A. 
Krause, executive vice-president and 
treasurer of the Wolverine Shoe & 
Tanning Corporation, announced his 
resignation as an officer of the firm. 
He will remain on the board of direc- 


cay abe Ks Aaa 


tors. He has been associated with the 
firm for 32 years and has been a mem- 
ber of the board of directors since 1929. 

Wolverine Shoe & Tanning Corpora- 
tion was founded by his late father, 
Otto A. Krause, in 1903; and his 
grandfather, the late G. A. Krause, 
was co-founder of the Hirth-Krause 
Co., of Grand Rapids, a wholesale shoe 
firm which liquidated in 1923. 





Multiple Pairage Selling 
Clicks in Young Men’s Field 


St. Louris — Multiple pairage mer- 
chandising, a rarity in the men’s shoe 
field, has been successfully employed 
by retail merchants across the coun- 
try, according to a spokesman for In- 
ternational Shoe Company. Local pro- 
motions, tied-in with a strong national 
advertising compaign, have combined 
to successfully merchandise men’s 
shoes in three pair units. 

The Wesboro shoe wardrobe, report- 
ed to be the only multiple pairage sales 
campaign in the men’s shoe field, was 
sponsored by the Peters division of In- 
ternational. It featured three pairs of 
men’s shoes for $29.85. These shoes 
wardrobes were extensively advertised 
on radio and TV, in newspapers and 
magazines, and in store window dis- 
plays. The plan offered no price dis- 
count. Instead it stressed fashion co- 
ordination and the need for different 
shoes for different occasions. Westboro 
advertising featured “A shoe for dress, 
a shoe for play, and a shoe for every- 
day.” 

In order to increase store traffic, 
Westboro concentrated on a national 
contest aimed at the young men’s 
market, with first prize in the contest 
consisting of a free round trip flight 
to the Rose Bowl] game on New Year’s 
Day, plus two seats on the 50-yard 
line, $500 in expense money, three suits 
of Worstedtex clothes and three pairs 
of Westboro shoes to match. 

No purchase was required to enter 
the contest, with contestant merely 
filling out name and address on an en- 
try blank obtained at Westboro deal- 
ers. 

Dealers capitalized on this addi- 
tional store traffic, International Shoe 
Company reports, by selling the con- 
test entrant when he came in to fill 
out the entry blank, and also by build- 
ing up a prospect list for future con- 
tacts. Many merchants tied-in with 
the national contest by running their 
own local promotions awarding foot- 
ball tickets to local high school and 
college games as prizes. 

The Westboro football contest, which 
ran from August 15 to October 15, at- 
tracted more than 50,000 entries the 
first nine days, reports indicate. The 
contest was advertised in the Septem- 
ber issue of Esquire magazine, fol- 
lowed by ads in 75 metropolitan dailies, 
75 college newspapers and the Octo- 
ber issue of Sport magazine. 








Schwetye Office Manager, 
Great Northern Division 


St Louis—Ernest H. Schwetye has 
been appointed office manager for 
Great Northern division of Interna- 
tional Shoe Company, succeeding Frank 
Randol who has resigned. The ap- 
pointment, announced by Hugh War- 
ren, sales manager for Great Northern, 
became effective in October. 





ERNEST H. SCHWETYE 


In his new position, Mr. Schwetye 
will assume the management of office 
functions and assist in merchandising 
the line. Great Northern produces un- 
branded men’s and boys’ shoes on an 
in-stock basis for volume accounts. 

A veteran of 30 years in the shoe 
business, Mr. Schwetye joined Great 
Northern a year ago when that divi- 
sion was transferred to St. Louis from 
Manchester, N. H. Prior to joining 
Great Northern, he had been with 
International’s Friedman-Shelby divi- 
sion. Formerly a retail shoe operator, 
Mr. Schwetye has also been a store 
manager for Lee’s Shoe Stores in St. 
Louis. 

Mr. Randol, who also handled the 
office function of the Hampshire divi- 
sion, has accepted a position with the 
Leather Industries Association in New 
York. No replacement has been an- 
nounced for the Hampshire division. 





Faith Shoe to Promote 
New Elvis Presley Line 


WILKEs Barre — Paul Birnbaum, 
secretary treasurer of Faith Shoe Com- 
pany, here announced that his firm has 
been licensed to manufacture the Elvis 
Presley shoes for women. 

At the present time the Elvis Presley 
tie-in will be featuring Skimmers and 
Stripling Flatties, designed specifically 
for the teenage market. The line will 
retail for about $3.99. These shoes will 
be distinctly trimmed with Elvis Pres- 
ley’s picture, records, and guitar. The 
novel trim will be made by a fine screen 
process to give the shoes a rich hand- 
painted appearance. 

Mr. Birnbaum said there is little 
doubt that Elvis Presley is one of the 


Name Boudrot Assistant Sales 
Head for Plymouth Cordage 


PLYMOUTH, MAss.—A. H. Boudrot, 
for many years assistant manager of 
the sales department of United Shoe 
Machinery Corporation, has been ap- 
pointed sales manager of the Plymouth 
Cordage Industries, here, according to 
Paul G. Krueger, vice-president and 
general manager. A major portion of 





A. H. BOUDROT 


his activities will be devoted to the 
sale to the shoe industry of eyelets, 
tacks and nails. 

These are manufactured by the J. 
C. Rhodes Company and W. W. Cross 
Company, both of which companies, 
formerly USMC subsidiaries, have 
been acquired by Plymouth Cordage Co. 

In addition to personal contacts in 
the trade, Mr. Boudrot will build up 
an experienced staff to take over sales 
completely when USMC must discon- 
tinue distribution of these products in 
1958. 





most phenomenal successful personali- 
ties in show business today. All of the 
products that carry his name sold out 
in record breaking time. Faith Shoe 
Company feels strongly that this line 
of Elvis Presley shoes is slated for 
success with the teenage shoe buyer. 

According to Mr. Birnbaum Faith 
Shoe Company plans to promote their 
Elvis Presley line strongly this coming 
season. 


Selby International, Inc. 
Embarks on New Phase 


PortTsmMouTH, O. — Selby Interna- 
tional, Inc., in the process of incorpora- 
tion by Roger A. Selby, has established 
a local office at 1516 Eleventh Street, 
to take the office out of the Selby Shoe 
Company building. 

The new firm is a shoe manufactur- 
ing service company for which Mr. 
Selby paid a million dollars in buying 
the business from Selby Shoe Com- 
pany which he formerly headed. 

Mr. Selby said he expects to offer 
stock to associates. 


Glen F. Lang, former treasurer for 
Selby Shoe Company, will be a close 
associate and work out of the New 
York office at 3120 Empire State Build- 
ing. Miss Else Metzger, who was asso- 
ciated with the style department of 
Selby’s, is to be in charge at the New 
York office. 

Tom Middletown, who was associated 
with the foreign business for several 
years as a Selby employe, has joined 
Mr. Selby in the local office. 

The new firm has launched plans to 
expand the scope of its service to 
foreign shoe manufacturers. Contacts 
are being made with other American 
manufacturers to sell their services for 
foreign companies. 

Selby, Inc., has a contract with Selby 
Shoe Company to supply all these 
services as they apply to the manu- 
facture and sale of Selby shoes, Similar 
contracts will be sought with other 
shoe manufacturers. Lasts, patterns 
and sample shoes will be shipped 
direct from the Selby factory. The new 
company will offer styling, designs, 
shoe lasts, sales and advertising ideas 
and general information for foreign 
companies. 

One official of the Selby Shoe Com- 
pany estimated the value of the 
foreign business at $1,750,000. It was 
started 25 years ago by Mr. Selby. 

Mr. Selby said his new firm owns 60 
per cent of Selby Industria Comercio 
de Calcados Ltd. at Sao Paulo, Brazil. 
Edmund R. Beattie, former line 
manager at the Portsmouth Selby 
plant, is in charge of the Brazil plant. 

It is the largest manufacturer of 
shoes south of the equator, Mr. Selby 
said. Besides the plant the company 
owns 82 retail stores. It recently paid 
$550,000 for half of the ground floor 
of a 22-story building on the Esplanade 
and has another large store in the 
women’s buying area of Sao Paulo. 

In Montevideo, Uruguay, Selby owns 
a small interest in Grimoldi S.A. The 
company makes women’s, men’s and 
children’s shoes and has 27 retail 
stores. In Montevideo a former movie 
theater was converted into a shoe 
store. 

Selby owns one-third of Selby Shoe 
(Australia) Ltd. This firm is in part- 
nership with David Jones, Ltd., the 
country’s leading mercantile establish- 
ment. Charles Humphrey is managing 
director of Selby Shoes, Ltd. 

Selby is the largest, but not the 
majority, shareholder of Swinton & 
Oakes at Auckland, New Zealand. 

Selby has a small interest in Man- 
field & Sons, Northampton, England, 
which recently merged with Sears 
Company of England. The company 
manufacturers shoes and has more 
than 200 retail units in the British 
Isles. 

Selby also owns a minor interest in 
Murray-Selby Co. of London, Ont. 

Besides these companies in which 
Selby International owns an interest, 
it has contracts to serve 33 other shoe 
manufacturers in 16 foreign lands. 
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WATERTOWN, MASS.—Top executives 
of Hood Rubber Company and B. F. 
Goodrich Footwear Company, both 
divisions of The B. F. Goodrich Com- 
pany, met with their footwear district 
sales managers here to present and 
discuss the 1957 line of waterproof 
footwear. 

The welcoming address was given by 
Raymond H. Blanchard, president, fol- 
lowing which the joint meeting heard 
a talk by James S. Barrie, vice-presi- 
dent, sales and distribution. This joint 
meeting was followed by others under 
a schedule supervised by Ralph F. 
Little, B. F. Goodrich manager of 
branch footwear sales, and Charles M. 
Campion, Hood manager of branch 
footwear sales. The lines were shown 
to both divisions by John C. MacKin- 
non, manager of footwear; and adver- 
tising and sales promotion plans were 
discussed by Paul N. Swaffield, adver- 
tising manager, and James A. Aldred, 
sales promotion manager. Other ex- 


ecutives in attendance were T. P. 
Brown, Hood treasurer; and H. B. 
Leland, Hood vice-president, manu- 
facturing. 


Hood footwear district sales mana- 





Front row, left to right, W. T. Jackson, R. G. Walter, R. J. Seawell, J. V. Reynolds, 

R. L. Hunter, N. H. Windsor. Second row, J. C. Hall, R. L. Bain, C. $. Crampton, 

C. W. Karshick, L. J. Combe. Third row, O. M. Hessler, H. B. Leland, W. W. 

Sprinkle, H. M. Jones, V. J. Reed. Top row, R. F. Little, T. P. Brown, C. M. Campion, 
J. S. Barrie, R. H. Blanchard, J. J. Tardiff, W. C. DeGenring. 


gers who attended included W. T. 
Jackson, Boston; R. J. Seawell, St. 
Louis; J. V. Reynolds, Baltimore; N. 
H. Windsor, Detroit; L. J. Combe, 
Pittsburgh; O. M. Hessler, Dallas; H. 
M. Jones, Chicago; V. J. Reed, San 


Francisco; and W. C. DeGenring, 
New York. 

B. F. Goodrich footwear district 
sales managers were R. G. Walter, 


Cleveland; R. L. Hunter, Baltimore; J. 
C. Hall, St. Louis; R. L. Bain, New 
York; C. S. Crampton, Chicago; C. W. 
Karshick, Boston; W. W. Sprinkle, San 
Francisco; and J. J. Tardiff, Detroit. 





Two Cobblers Appointments 


Los ANGELES—Walter Braun, presi- 
dent of Cobblers, Inc., announced the 
appointment of two new sales repre- 
sentatives. 

Richard Bruce Hintermeister will 
service the territory of Michigan, Ohio, 
Indiana, western Pennsylvania, and 
West Virginia. Before joining the 
Cobblers organization, he was associ- 
ated for three years with Valentine 
Shoe Company and before that served 
as buyer for the Flory Shoe Company 


in Cheyenne, Wyo. He plans to estab- 
lish new headquarters in Ohio in the 
near future. He replaces Gordon 
Spring who has resigned. 

Francis R. Pierpont has been ap- 
pointed to service a newly formed ad- 
ditional territory, to give better service 
to Kansas, Nebraska, North Dakota, 
South Dakota, Colorado, Wyoming and 
Utah. These states have been part of 
other existing territories. Mr. Pierpont 
will work out of Longmont, Colo. 


Friedman-Shelby Meeting 
Holds Surprise for Salesmen 


St. Louis—Gift certificates of $250 
were awarded the wives of two win- 
ning Grace Walker salesmen in a 
“Queen for a Day” contest which high- 
lighted International’s Friedman- 
Shelby sales meeting recently in St. 
Louis. 

Contest winners were Mrs. Valeria 
Bell, wife of salesman Grady Bell of 
El Paso, Tex., and Mrs. Evelyn Nor- 
man, wife of salesman Maurice Nor- 
man of Nashville, Tenn. The winners 
were brought to St. Louis as a surprise 
to their husbands who did not know 
they had won the contest until their 
wives appeared at the sales meeting. 
Royal robes were provided for the 
wives, who reigned over the meeting 
from a raised dias. 

In spotlighting the radio and tele- 
vision show, “Queen for a Day”, on 
which six pairs of shoes are given 
away each week day, some 79 Grace 
Walker salesmen wore silver crowns. 
Beginning the sales meeting with a 
recording of an actual show sequence, 
the program theme was carried out 
throughout the three-hour meeting. C. 
E. “Chuck Bailey’ Leinauer, Fried- 
man-Shelby sales promotion manager, 
summoned the two “Queens” through 
pages wearing official costumes. 

Grace Walker salesmen in both East 
and West divisions competed in the 
contest. Winners were selected on the 
basis of points awarded for selling 
their quota; selling new accounts; 
encouraging dealers to run “Queen for 
a Day” tie-in newspaper ads; and by 
featuring “Queen for a Day” store 
window displays. 
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Phillips Named by Winthrop 
For Mountain States Area 


St. Louvis—Frank M. Phillips has 
been appointed sales representative for 
the Winthrop division of International 
Shoe Company in the mountain states 
territory. Mr. Phillips succeeds Clyde 
Clark, who was transferred to Califor- 
nia. The appointment, announced by 
Jack Kenney, general manager of the 
Winthrop division, became effective in 
October. 
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FRANK M. PHILLIPS 


Before joining Winthrop Mr. Phillips 
represented the men’s line of Interna- 
tional’s Roberts division in the moun- 
tain states, and more recently in Wis- 
consin, Illinois and Iowa. His shoe 
merchandising experience includes ex- 
tensive activities at both the wholesale 
and retail levels. 

A member of the National Shoe 
Travellers Association, Mr. Phillips 
helped organize the Mountain-States 
Shoe Travellers Association in 1948 
and served as its first vice-president. 
He has also served as president and 
chairman of the board of directors of 
the group. In 1939 he was instrumental 
Mid-States Shoe 
Travellers and was elected the first 
vice-president of that association. 


Huskies TV Show Glorifies 
Neighborhood Shoe Store 


New YorK — The neighborhood shoe 
store has finally been glorified on tele- 
vision courtesy of the Hussco Shoe Com- 
pany, makers of Huskies and Huskie 
Pups. The concern set up a retail store, 
from walls of boxes to counter displays 
of shoes, for the “Children’s Hour,” 
oldest program for youngsters on radio 
and TV. 

The show had an estimated TV 
audience of 8 million in New York, 
Jersey, Pennsylvania, and New Eng- 
land, and 12 million listeners on radio. 

Some 50 young performers, ranging 
in age from 2 to 16, were given Huskies 
shoes for the show. Each had selected 
a style from the Huskies fall catalogue. 

The theme of the production was 
shoes. All skits, songs, and dances were 
based on old legends, folk songs, nur- 
sery rhymes, etc., relating to footwear. 
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Lissak Assigns Rawls 
To Southern Territory 


New Beprorp, Mass. — Lissak & 
Company, producers of women’s casual 
shoes, announced the appointment of 
Dewey G. Rawls as sales representa- 
tive in North Carolina, South Carolina, 
Alabama, Georgia and Florida. 

Mr. Rawls has been buyer for the 
10 units of the Kornbluh Shoe Stores 
operation in the Houston area for the 
past year, the company reported. Prior 





G. RAWLS 


DEWEY 


to that time he was associated with 
Ivey’s in Asheville, N. C. 





Carey Replaces George Rule 
At Queen Quality Division 

St. Louris—Robert Carey has been 
appointed sales representative for 
Queen Quality division of International 
Shoe Company, replacing George Rule 
who has resigned. The appointment, 
announced by R. A. Black, general 
manager of Queen Quality, became 
effective in October. 






ROBERT CAREY 


Prior to joining the Queen Quality, 
division, Mr. Carey represented Brown 
Shoe Company in Missouri and in 
North Carolina and Virginia. He for- 
merly managed a shoe department at 
Burdine’s in Miami. 

Mr. Carey’s territory will be in the 
California, Nevada and Arizona area, 
with Los Angeles his headquarters. 
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Brown Shoe Announces 
Two New Appointments 


St. Lovuis— Brown Shoe Company 
recently announced two new appoint- 
ments to its sales force and the retire- 
ment of one sales representative. 

The United Men’s division’s North 
Carolina and South Carolina represent- 
ative, R. T. Feagle, retired in October 
after serving the shoe industry for the 
past 39 years. A combination birthday 
and retirement party was held in his 
honor at the Congress Hotel, St. Louis. 

William H. Hammond has joined the 
sales force of the Robin Hood division 
of Brown. Mr. Hammond will travel the 
northern California and Nevada ter- 
ritory. For the past seven years he 
has owned and operated a Brown 
Franchise Store in Turlock, Calif. The 
store will continue under his owner- 
ship. 

Robert R. Gaylord of Madison, Wis., 
was appointed a sales representative 
of Westport division. In making the 
announcement, Ted Schroth, Westport 
sales manager, stated that Mr. Gaylord 
will cover a territory which includes 
Iowa and Nebraska, in conjunction 
with the division’s new expansion 
program. 


Though September Level Dips 
Shoe Production Stays High 


New YorkK—Shoe production showed 
an 11.7 per cent decline in September 
according to estimates by the Tanners’ 
Council of America. 

The decline was from the 50,610,000 
pairs produced in September, 1955, to 
the current September output of 
44,690,000 pairs. 

The council said its estimates project 
an approximate October output of 48 
million pairs, which just about equals 
the October, 1955, production of 
48,197,000 pairs. 

The September decline was attributed 
to the “fewer number of work days 
this year than last.” However, the 
September and October estimates bulk 
in to make a ten months’ total of 
495,199,000 pairs, or 1.4, per cent more 
than in the same period last year. 

In view of this ten months’ advan- 
tage, the council said that shoe factories 
in November and December would only 
have to produce 82 million pairs to 
equal last year’s production, in con- 
trast to 88.5 million that had to be 
produced in November and December 
of last year. 

Shipments by shoe manufacturers 
for the first nine months of this year 
totaled about 450,172,000 pairs as 
compared with 443,693,000 in the same 
1955 period. 

The council said the increase in ship- 
ments of 6.5 million pairs this year 
over 1955 matches the nine months’ 
gain in production of 6.9 million pairs, 
and declared the high level of produc- 
tion is apparently being supported by 
an equally high level of retail demand. 
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Torio Sales Exclusive Agent 
Of General Adhesives Firm 


NASHVILLE—Thomas and Dominic 
Torio, widely known through the East 
in shoe manufacturing circles have 
opened the Torio Sales Company, Inc. 
Offices are located at 15-39 130th 
Street, College Point, L. I., N. Y. 
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THOMAS TORIO DOMINIC TORIO 


The Torio Sales Company will be 
the exclusive representatives of the 


General Adhesives Company, the new | 
firm recently created to take over the | 
rapidly expanding adhesive business of | 
the S. & F. Chemical Company, Ince. | 


also of Nashville. 

S. & F. Chemical continues in the 
shoe and leather chemical field under 
an increased program of expansion. 
General Adhesives offers an expanded 
line of rubber, synthetic, reclaim and 
resin based solvent and all types of 
latex and resin dispersion based ad- 
hesives and coatings for the shoe and 
general industries. 

The Torio brothers have had wide 
experience in the shoe field. Tom has 
been associated with S. & F. Chemical, 
Compo Shoe Machinery Company and 
Gloria Shoe Company. Dominick has 
previously been associated with S. & F. 
Chemical, Gloria Shoe Company, Novel- 
ty Slipper, I. Miller and Modiste Shoes. 

Torio Sales Company will also handle 
the complete line of German adhesives 
manufactured in the U. S. by General 
Adhesives under an exclusive joint 
licensing agreement with Isar-Chemie 
of Munich, Germany, one of the largest 
adhesive firms in Europe. 





North & Judd Announces 
Reorganization of Sales Staff 


NEW BRITAIN, CONN.—A major re- 
organization of field and home office 
sales forces was announced by I. L. 
Smith, general sales manager, North 
& Judd Manufacturing Company, man- 
ufacturer of the Anchor Brand line of 
industrial and consumer fasteners and 
metal trimmings. 

Howard C. Noble, former resident 


manager of the company’s Chicago | 
office, has been promoted to assistant | 


to the merchandising manager in the 
home office. Alex Parda, former resi- 
dent manager of Detroit operations, has 
been made manager in Chicago. 
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BLACK and WHITE SERVICE SHOES 
For NUNS and NURSES and 
INSTITUTION WORKERS 


708—Black Smooth Plug 
Oxford weaes 
Crepe Sole. 5-10; 
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707 White Elk 

Plug Oxford >... 
Wedgie Crepe Sole. on 
Same Sizes and Widths. 


Convents—Hospitals—Plants mean hundreds 
of prospects for service shoes in your com- 
munity. Sell them, keep them sold with at- 
tractive durable Smiteze service styles. 


MADE BETTER GMITEZE WEAR BETTER 


GREAT LAKES SHOE CO. 
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BOX HANDLERS 





LONG ARMS 
SAVE 
YOU 
TIME 


and energy. You get the shoes from the high 
shelves quickly, easily, safely. No falls from 
ladders or stools. with 24"' to 60" handles, $3.50; 
| 72" handles, $4.50. Parcel post prepaid in USA. 

Satisfaction guaranteed. Order handle lengths 
| desired and if for men's or women's boxes. Your 
jobber or 






CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 
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a'- 
One pair—or another 3 MILLION pairs— 
from now, no retailer will 
ever have to take 


It’s a formal-ity 





for most buyers to pick up 
the newest shoe triumphs 


for the evening scene 


from our In-Stock 
collection... 


w/ 


— 


Shell 
White & Silver 
Swirl Brocade 

(dyeable) 
17/8 illusion 
and 21/8 heel 

sizes to 10 
AAA, AA, B 


Send for our newest 
evening and daytime 
shoe catalogs today! 


felaya\elaye)ars 


Ch CUUILLE 





on the 


Cha-Cha 
Gold & White A" 
Sunflower 
Vinylite & 
22/8 heel 
sizes to 10 


1¢ in markdowns 


SLACKTA 
he 






Sah ©1956 WELLCO SHOT coer, Waynesville, N. C. 








Mass. CHICAGO 








BOKIDE 





ARMOUR LEATHER CO. 


Full grain juvenile Etk 
combining mellowness and 
resiliency. 








BOSTON NEW YORK 











Tom Fuqua Named to Head 
J & M Southeastern Sales 


NEWARK, N. J. — The appointment 
of Tom Fuqua as southeastern sales 
manager for the Johnston & Murphy 
Shoe Company, was announced here 
by Myron Olmstead, president of this 
General Shoe Corporation division. 

Mr. Fuqua will maintain offices in 
General Shoe’s Jonas Building in 





TOM FUQUA 


Nashville, Tenn. In addition to ser- 
vicing established departments in the 
Southeast, Mr. Olmstead said Mr. 
Fuqua will work with William St. 
John, head of Johnston & Murphy 
leased departments, in adding addi- 
tional units. 
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Mr. Fuqua will also introduce the 
Johnston & Murphy spring line in 
Pennsylvania, shortly, in addition to 
covering the Southeast territory. 

Following graduation from Vander- 
bilt University in 1932, Mr. Fuqua 
was a newspaper reporter for the 
Nashville Tennessean for three years 
before joining the men’s advertising 
department of the General Shoe Cor- 
poration in 1935. He was later adver- 
tising manager of men’s lines, and in 
1940, became sales manager for the 
Richland Davidson division of the 
corporation. 

In 1949 Mr. Fuqua was named to 
set up the Friendly Franchise Store 
Plan division of the company. He 
acted as general manager of that divi- 
sion until his transfer to Johnston & 
Murphy. 


Simon-Sigma Gives Way 
To Sigma Leather, Inc. 


New York—Simon-Sigma Manufac- 
turing Corporation, 100 Gold Street, 
here, announced it is discontinuing all 
activities in the leather field. 

The trades formerly served by the 
firm will hereafter be served by Sigma 
Leather, Inc., which will conduct oper- 
ations at the above address. It will also 
intensify gold and silver laminating 
operations, in close cooperation with 


M. Swift & Sons. Inc., of Hartford, 
Conn. 

Karl Mayer, formerly president of 
Simon-Sigma Manufacturing Corpora- 
tion, will be president of Sigma Lea- 
ther, Inc. 





Dunn & McCarthy Appoints 
Hills to Southern Territory 





rascal 


Leslie Hills, who was appointed Dunn 
and McCarthy sales representative in 
North Carolina, South Carolina, Georgia 
and Florida, except for a few northwest 
Florida counties. Mr. Hills, whose home 
is in Atlanta, has spent his entire adult 
life in the shoe industry. The announce- 
ment of his appointment was made by 
Jack Gorman, Dunn and McCarthy vice- 
president and general sales manager. 
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SALESMEN WANTED 








SALESMEN WANTED | SALESMEN WANTED | 
| 





7. East Pennsylvania—Northern New York State 





SALESMEN WANTED 


Midwestern Manufacturer of Quality line of Boots and Shoes desires representation. Only men willing to 
travel and who have confidence in their ability to sell need apply. Most styles IN STOCK. Nationally 
advertised Brand Name. Men with non-conflicting sideline will be considered. All replies held in strictest 


confidence. 
OPEN TERRITORIES 
|. Arkansas 3. lowa—Nebraska 5. Kentucky—Virginia 
2. Washington & Oregon 4. Michigan—Indiana—Ohio 6. Maryland, Washington D. C.—Delaware 





Reply to Box 837, care BOOT and SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna. 








| 


N.Y. TERRITORY OPEN 


Because ill health restricts travel of 
present representative, a developed 
N. Y. state territory is now open for 
a full-line salesman. As the country's 
largest distributor of leather footwear 
(including famous TYROLEAN® and 
Gorilla work shoes), we invite in- 
quiries from qualified men who rec- 
ognize the opportunity we offer. 





We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 
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AND SEVERAL OTHER TERRITORIES 
available for Popular Priced Line of Children’s 
Bonwelts and Compos, Volume manufacturer 
Complete in-stock in Soft Soles, First Steps, 
Infants’, Child’s and Misses Shoes, in all cate 
gories. Complete in-stock service. Contact at 
once: KIDDIE KUB SHOE COMPANY, 
Westminster, Maryland. 


(Note: Openings also exist for sideline sales- 
men in Ohio (except Northeastern section), 
Virginia (Richmond), Illinois and Wisconsin.) 


Write A. T. Boman, Sales Manager . < 
‘ Me EN Moa age ey Line 
land-laced oceasins for the family, and 
: DUNHAM BROTHERS COMPANY H Popular Priced Women’s Loafers available. 
eBRATTLEBORO, VERMONTS Commissions paid weekly. Non-conflicting side- 
line may be carried. Territories open: (1) 
Pennsylvania, Virginias, Maryland, Delaware 
and District of Columbia. (2) New England 


SALESMEN WANTED ee Ol Sa, eee a' ne oe 
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To carry line of Children’s Pre-Welts and Boot and Shoe Recorder, Chestnut & 56th 
pianos ~_ pane sleek and Moke Ups: Streets, Philadelphia 39, Penna, - 
ommission sis. an be carried w a ra mn a pe 
non-conflicting Line. Established territories: ALESMEN WANTED TO. TRAVEL  IN- 
Kentucky, Ohio and Minnesota. Reply, with DIANA AND NEW YORK TERRITOR 
references. IES - Mocustostucer of Seeman _ baiver 
tised Line o ~hildren’s, isses’, Growing | 
THE ee re ee CO., INC. Girls’ and Boys’ Shoes. Write: LACONIA 


SHOE COMPANY, Laconia, New Hampshire 





UALITY ORNAMENT MANUFACTURER 

HAS BEAUTIFUL LINE of New, Jewelry- 
type shoe ornaments, retailing at $1 and up- 
wards which will make exceptional side line for 
salesmen calling on chains, department stores 
and retailers. Liberal commission basis. Please 
advise territory, etc. Reply to Box 846, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


SALESM EN WANTED TO HANDLE NEW 
LINE OF WOMEN’S PLASTIC RAIN- 
BOOTS. Must have experience calling on re- 
tail shoe stores. All territories open. Reply to 
Box 841, Boot and Shoe Recorder, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





SIDELINE SALESMAN WTD. 





IDELINE SALESMAN FOR SMARTLY 

STYLED LINE of quality Misses’ Leather 
Casuals and Fast Selling terrys. Easily one 
of Nation's best values. Write in complete con- 
fidence. Reply to Box 847, Boot and Shoe Re- 
corder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 


SHOE ORNAMENTS, BOWS AND FOOT 
“ SOX. Pocket size samples. Manufacturer 
offers highest commission. Reply to Box 556, 
Root and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








CLASSIFIED 


ADVERTISING RATES ORDER 


20¢ a word 


Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED ounce ~ 
$14 per inch 


Maximum, 46 words to the 
inch. All material must be in 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


publication date. 


NOTICE: 
Classified Advertising 











UNDISPLAYED BOOT AND SHOE RECORDER 


our office 20 days prior to Name (please print) ...... ey 
(ORC T Te Ser: hee 


is payable in advance Please check if box No. is Wanted ([] 


BLANK 


Enclosed is Check 1) 
Money Order (1) 
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LINE WANTED 


HELP WANTED 


WANTED TO PURCHASE 














WOMEN’S CASUALS 
AND FLATS 


Top Flight Salesman Selling Vol- 
ume Trade—Chains—Mail Order 
—Jobbers. Knowledge Styling and 
Manufacturing. Resume and Ref- 
erences on Request. 


Reply to Box 845, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadeiphic 39, Pa. 











LINES WANTED 


WELL KNOWN SHOE __ REPRESENTATIVE 
WITH ESTABLISHED OFFICE NOW ORGAN- 
IZING SALES AGENCY. INTERESTED IN 
AUGMENTING HIS SELLING LINES WITH 
NON-CONPLICTING, HIGHLY SPECIALIZED 
pay nat B SHOES AND SLIPPERS. 

x 840, BOOT & SHOE peooneEn 

tnut 7" 56th Streets, Philadelphia 39, Pa. 














RETIRED SHOE MANUFACTURER now 

permanently located in Orlando. in central 
Florida, plans to open an office carrying com- 
plete line of In Stock Shoes for the entire 
family. Inquiries from interested manufacturers 
invited. GEORGE H. GILLIS, 1314 Golfview 
Avenue, Orlando, Florida. 





INES WANTED: AN AGGRESSIVE AND 
SALES PRODUCING MAN desires a 
complete and competitive shoe line for Illinois 
and Indiana. Reply to Box 843, Boot and Shoe 
gg Chestnut & 56th Sts., Philadelphia 39, 
enna. 





POSITIONS WANTED 
SALES EXECUTIVE 


Hove had extensive ge and factory sales 
management experience. Interested in taking 
complete charge of sales. Will make a finan- 
cial investment or buy a partner's interest. 
5! years of age. Married. Write in confi- 
dence. 

Reply to Box 825, BOOT & SHOE RECORDER 











SHOE STYLIST AND DESIGNER 


One of Nation’s Largest Multi-Product 
Manufacturers needs an experienced per- 
son for styling and designing casual 
fabric shoe lines. The individual we are 
looking for is cap of ati g styles 
that will sell in a di 
The position is in a midwestern ay 
The uction, advertising and market- 

ing ons connected with our shoe 
lines have been firmly established over 
a period of years. e stylist selected 
will be one of the most important mem- 
bers of this Management Team. Salary 
is open. Submit complete resume of ex- 
perience, background, salary require- 
ments, etc. 


Reply te Box 613, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 

















WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











Chestnut & 56th Streets, Philadelphia 39, Pa. 





MBITIOUS MARRIED MAN, Age 30; 10 

years’ experience in retail shoe business, is 
eager to find position as Manager or Buyer. 
Presently managing and buying for high-grade 
Children’s Shop. Interested in Southwest and 
Far West. Reply to Box 836, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





HELP WANTED 








WANTED 
ORTHOPEDIC SHOE MAN 


To Manage New Store. Special training 
furnished. Permanent position. Trenton 
area. 


Reply to Box 848, BOOT and SHOE pepeapee 
Chestnut & S6th Streets, Philadelphia 30, Pa. 














TYLIST AND DESIGNER: 

turer of Canvas and Waterproof Footwear 
needs an experienced person for styling and 
designing fabric, waterproof and casual foot- 
wear. Must be capable of creating styles that 
will sell in medium priced market. Submit com- 
plete resume of experience, background, salary 
requirements, etc. Reply to Box 842, Boot and 
Shoe Recorder, Chestnut & 56th Sts., Philadel- 
phia 9, Penna. 
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Large Manufac- 











OUNG MAN AND WIFE INTERESTED 

IN OPERATING FAMILY SHOE 
STORE; growing Midwest suburban town. Good 
opportunity for right couple, with no invest- 
ment. Reply to Box 834, Boot and Shoe Re- 
corder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





FOR RENT 


MORRIS BAYROFF 
formerly — M & R Shoe Co. 
OW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 


Complete Stores & Closeouts 
Leases Ass 














FOR RENT 
100% Location—Rochester, N. Y. Located 
between Sibley’s & Edwards Dept. Stores. 
Same block Kitty Kelly, Mary Jane, Boker, 
Crosby Shoes, Lerner's, Darling Shop, Neis- 
ner's 5¢-$! Store. Possession Jan. Ist or sooner. 
For Details 


CHARLES |. DAVIS REALTY CO. 
Bidg. BAker 5-8340 
Specialists Chain Store Leasing 














CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ‘ASSUMED 

SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 


Telephone WOrth 2-2515 











FOR SALE 


NLY ORTHOPEDIC SHOE STORE; es- 

tablished 26 years, same location Hot Springs 
National Park, Arkansas. Owner passed away 
last year, widow desires to sell. Stock reduced 
to enable new owner freedom in_ restocking. 
Takes $4750 for complete possession. Rent 
$175.00 month; golden opportunity as consid- 
ered best location. Known as Paramount Shoe, 
handling Dr. Locke’s famous line. Contact 
J. N. LEESON, P. O. BOX 1014, Hot Springs 
National Park, Arkansas. 


OR SALE: 9000 PAIRS WOMEN’S 

SPRING METATARSAL INNERSOLES: 
retails $1.25 pair, sacrifice for 5 cents. Will sell 
not less than 1,000 pair—size 4 to 8. ECON 
OMY, 333 Jackson Avenue, Jersey City, New 
Jersey. 











STITCHDOWN SHOE FACTORY IN NEW 
YORK, fully equipped to make 1800 pairs 
daily. Looking for partner, or will sell. Good 
opportunity. Reply to Box 835, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
39, 39, Penna. — 
SHOE STO STORE, ‘Mowe, high exade stock, busi 
ness section, Pennsylvania city, rent $125, 
sales $800 month, owner has other interests, 
priced right. APPLE COMPANY, BROKERS, 
CLEVELAND 15, OHIO. 








MERCHANTS’ NEEDS 











BUSINESS OPPORTUNITY 





APITAL TO INVEST. Want to invest with 
active participation in small Chain. Have 
Chain experience in Buying and Management. 
Reply to Box #826, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 9, Penna. 


Mlals x. Ydeas 


FOR VOU 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
raphs and beautiful art work 
or direct mail and news- 
paper advertising. 
* 


2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 

e 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 
342 Madison Ave. 
New York City 
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FOR LEASE 





SU BSTANTIAL QUALITY MEN'S CLOTH- 
ING STORE, Established 27 Years, Moving 
to 100 per cent location and a much larger store, 
wants to sub-lease Men’s Better Shoe Depart- 
ment on percentage lease. Wilkes-Barre, Pa. 

Reply to Box 838, Boot and Shoe ecorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 











PARTNER WANTED 


PARTNER WANTED: RETIRED SHOE 
MAN TO TAKE IT EASY, or Young 
Man, in good going retail store in New Jersey, 
doing $45,000 to $50,000. It could be improved. 
Mostly children’s shoes. Need about $10,000. 
Investment is safe. Reply to Box 844, Boot and 
Shoe Recorder, Chestnut & 56th Sts., Philadel- 
phia 39, Penna, 








Boot and Shoe Recorder 
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WANTED TO PURCHASE WANTED TO PURCHASE WANTED TO PURCHASE 


| MY HOBBY 
| T oO Pp D oO L L A R ! Buying, Selling Shoes for 36 years 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS. CASH TOP PRICES 


H Discontinued stocks 
EDDY SHO P 
pon ah ia HARRY HESS 


132 No. 4th St. Phila. 6, Pa. 76 Reade Street New York 7, N. Y. 
Phone: LO 3-9533 Telephone: WOrth 2-896! Beekman 3-767! 


























V Quality Shoes \ Complete Stores 
dg CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 
Any Quantity . . . Any Time! 
















Topic of the Day 
WHO CAN 








For Quick Action, 


INIT 
TOP prices 





BEAT KE. « SURPLUS SHOES 
and a, a 
WHO CAN BEAT COMPLETE STORE z CE 14998 e13702 = 
UNCLE LOUIS’ a. ee ae © swe IN TOWN See wene & 
PRICES o0 women’s and children’s shoes. = 


For the answer—phone or write at oolwear FOR OVER 41 YEARS 1: SEER ee eee + AE DADO a res eee 
01 READE ST -NEW YORK, W- MOSINGER-COHN 


0 2-5063 
formerly with $. CAMITTA & SONS 1235 Washington St. Louis 3, Mo ARRONSON 


VM! B ARS: BUYS for CASHZZZZZZZ\ PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, WN. Y. 
RECTOR 2-4170-4171 
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Wa 


Quick decision on your offers of discontinued and 


B A R j S$ surplus men's, women's and children's shoes. 


wie ntueeiee gullies Also complete stores considered 
CANCELLATION SHOES Jobs In Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. - New York 7, N.Y. + Tel: WOrth 2-5180 
. HHEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEQE@@@EqEqq@q@q@qECEEqEqEEEEE””> 
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WE PAY MORE focausc WE ARE RETAILERS 








f WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. for 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT e closeouts 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. | 
Max L. Meltzer, Pres. Ivanhoe 1-9830  SUrpiUS 





e discontinued 
lines 
e complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, ¢ BE 3-7290 
146 DUANE ST., N. Y.C. 








B.& R. PAYS THE LIMIT 


CLOSE OUTS 
We ouY COMPLETE SHOE STOCKS 
gE LEASES ASSUMED 


Phone or wire 


collect YOUR NAME PROTECTED 


acme WE PAY CASH 
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NEW YORK 7, N. Y. Ben LaMonica for your 
WOrth 2-6358 Ralph Vogel - SURPLUS STOCK 
* DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Porti 

YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL Ps h Quality Aas fer sé 

' TT . CAVE 95 Reade St., New York 13, N. Y. Ladies' - Men's * Children’s 
SAM CAMITTA & SONS gape srr mei BARSH & CO. nl {8 

. , 6, Pa. 
BE ooo Scag le eae chung er Write or PHONE~ MA 7-166 
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the Fall favdrite for casual 
fashions. f 









A 


There is only one 
genuine Llama®- 
Finished Calf! 





ms 











It sells for you because only 
WOLVERINE shoes for 
men give you: 
EXCLUSIVE — SHELL CORDOVAN 
HORSEHIDE SOLES — super-flexi- 
ble for faster sales. 
EXCLUSIVE—BRUSHED PIGSKIN — 
the style sensation that sells on 
sight. 

Py ber, Independent 








Hams and Monkeyshines 
Sell Shoes for Pearson’s 
[CONTINUED FROM PAGE 64] 


man, weighs 270 pounds. His wife 118.” 
Here is typical advertising copy: 
“Hi, folks, here is poor little me and 

my big fat wife again. 

“Now we don’t give you a chance on 
an automobile or TV set, and if we did 
it would be like other drawings. Your 
chance of winning would be one in a 
thousand, and we don’t give stamps. 
You win every time. No losers. Every- 
body wins. Now compare our prices 
and jingle the difference in your pocket. 
You will be glad you did. 

“For the remainder of the month we 
will give 10 percent off on our already 
low prices on dry goods, shoes, and 
notions. Tremendous stock to choose 
from. 

“Try our SAUSAGE with the ham 
and shoulders ground in it.” 

The kidding the Pearsons give them- 
selves, and the customers is frequently 
enough to make a good floor show on 
its own. 


By one of those freaks of merchan- | 


dising, Pearson’s finds that although 
they have regular customers living 
more than 200 miles away it is hard to 
sell shoes or other non-food items to 
those living over forty miles from the 
store. 

On the other hand, some regular shoe 
customers who come between thirty and 
forty miles for shoes say they would 
not do this if they did not want to buy 
hams or sausage at the same time. 

Claude Pearson explains this by say- 
ing people will drive any distance to get 
something for which they are particu- 
larly hungry, but will not drive much 
over thirty miles for anything else ex- 
cept a hobby. 


Letters 


[CONTINUED FROM PAGE 76] 


The contents of the book are very 
interesting and useful, its photos show- 
ing the latest design and style of your 
country. We are effectively utilizing 
the book for keeping abreast of the 
shoe industry trend in your country. 

Shoes of the same design as shown 
in your publication appear speedily in 
our market. Just after the war, it was 
a different story. Shoe design directly 
from Sears’ Order Book were control- 
ling our market, but now the tendency 
of our market is changing as stated 
above. 

Accordingly, we are paying more 
attention to the market tendency and 
fashioning our business policy to meet 
it and prepare to register new patent 
designs. which may result... . 

K. OKADA 
FUJIKURA RUBBER WORKS, LTD., 
URAWA FACTORY, 
81-5 CHOME, TOKIWACHO, 
URAWA, SAITAMAKEN, JAPAN 





---Most popular, most versatile form 
for closed or open toe shoes. Heel 
heights from real flat to extra high. 





HEEL FITS SHOE 
Flat 0/8” to 4/8” 
*Low 5/8” to 8/8” 
*Medium 9/8” to 12/8” 
High Cuban 13/8” to 16/8” 


*High 17/8” to 20/8” 
Spike 21/8” to 24/8” 
*Are the most popular heights. 











ee HEEL HEIGHT RULER 
takes the guess out of order- 


ing shoe forms. Write for 
yours today! 


SHOE FORM Co. INC. 
Dept. RF, Auburn, New York 














a 
GOOD 


LAW 
TO 
_ BREAK 


The law of averages says that 
cancer will kill one out of every } 
six Americans. But the law does 
not have to prevail. You can help 
break it in two ways. By having a 
thorough medical checkup every year 
... and by sending a contribution to 
your Unit of the American Cancer Society 
or to Cancer, c/o your town’s Postmaster. 


Fight cancer with a checkup and a check. 





AMERICAN CANCER SOCIETY | 
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CROMPTON 
1 RICHMOND 
COMPANY 


S EUROPE REE 


If you could chart your yearly volume — month by month — 
to coincide with your fluctuating current assets, your financ- 
ing problems would disappear. But volumes tend to expand 
or contract without any regard for the variable limitations 


of capital. 


This imponderable factor can definitely be charted by 
Crompton Factoring, which cashes your receivables as you 
ship and as long as you ship. Thus, the cash you receive equals 
the fluctuating needs of your business. This fluid position 
tends to expand your volume because you are in a position 
to take on more business and produce more units. 


Moreover, we relieve you of all credit risk, all receivable 
bookkeeping overhead, and all collection costs. 


The Human Faclor 








CROMPTON-RICHMOND CO., INC. 
1071 Avenue of the Americas, New York 18, N. Y. 


Crompton-Richmond-Joel Hurt Co. 
Glenn Building, Atlanta 1, Georgia 
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“The Boston Office Man” 


An important part of every new G/C 
model is its introduction to the United 
men who will service it. Visiting each 
Branch Office, a Boston technician care- 
fully explains the machine’s operation, 
adjustment and maintenance. 

The Boston Office Man knows this ma- 
chine. He worked closely with the de- 
signer, he studied the experimental model 
on its trials, and he helped in the manu- 


BOSTON, 


ASM SMe ee 





facture of the first group of machines. He 
will share his knowledge with these men 
to make your service faster and better. 

And when he comes to this Branch 
again he will bring with him all that other 
service men in other districts have learned 
about this specialized machine. 

The Boston Office Man plays a vital 
part in making United the best buy in 
service. 


UNITED SHOE MACHINERY CORPORATION 
MASSACHUSETTS 








A UGA annual 
Service Contract 
can save you 
money. 






Boot and Shoe Recorder 
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SHOES FOR THE LOVELY 


PATENT LEATHER 


the subtle 
new spring 
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PATENT LEATHER 


COLONIAL TANNING COMPANY, INC 
BOSTON 11, MASSACHUSETTS 





Right Combinat 
for a BETTER 
Boys Shoe Busi 
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YOUTHS 12'4-3 
BOYS 1-6 
BIG BOYS 6-11 








IN-STOCK FOR 
GERBERICH DEALERS 


Youngsters today are just as much aware of their 
appearance as their dads are ... and most of them 
are more shoe conscious too! No longer are they 
content with a style choice between a wing tip and 
a moccasin. They want shoes that are styled just 


for them and for their age group! 


from 


Gerberich- 


... the Finest Name 


P in Boys Shoes 
ay I l e OFFICES 
NEW YORK, Marbridge Building, Room 417 
LOS ANGELES, Alexandria Hotel, Room 805 


SHOE COMPANY 
PHILADELPHIA, 12 S. 12th St., Room 914 
MOUNT JOY PENNSYLVANIA 


tt. 


IN CANADA: J. Leckie & Co., LTD. 





